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I INTRODUCTION 
Sales in the so-called 11 direct-selling 11 field are 
becoming increasingly competitive. The National Assoc-
iation of Direct Selling Companies estimates that there 
are about one million five hundred thousand people who 
market the products of twenty-five hundred to three 
thousand firms through house-to-house canvassing.l Here 
11 direct-selling 11 refers to the sales procedures of such 
companies as Stanley Home Products Inc., The Fuller Brush 
Company Inc., and/or Avon Products whose merchandise is 
sold by sales dealers through door calls or home demon-
strations rather than in retail stores. (Today, Stanley 
ranks third among the country's major direct-selling 
companies, behind Avon and Fuller.)2 
Public relations in all companies must be well-
organized, originate from top management, and permeate 
the entire organization. In the case of Stanley Home 
Products Inc., a great portion of the organization con-
sists of the more than twenty thousand active sales dealers 
covering the United States, Hawaii, Alaska, Puerto Rico, 
and Mexico. These dealers are the backbone of Stanley's 
public relations program. In many instances, especially 
in the direct-selling field, the consumer public bases 
its opinion of a company on its relationship with the 
individual sales dealer representing that company. 
lscience Research Associates, SRA Career Information Kit -
Selling (Retail), No. 237. unicago: 1957 
2Financial World. New York: March 5, 1958 
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What the public thinks of these companies ia likewise 
becoming increasingly important. 
In this thesis, the public relations (and allied) 
programs of Stanley Home Products Inc. will be compared 
with those of The Fuller Brush Company Inc. -It will in-
c·lude a brief history and background of the t-vto companies, 
past and present public relations policies, and conclus-
ions and recommendations (not to include Fuller) in re-
lation to established public relations standards. There 
will also be included a questionnaire of the Stanley 
sales dealers {approximately 300) in the Boston, Massa-
chusetts area. Other source material includes interviews 
with personnel from the two companies, library research, 
correspondence, and personal experience as a sales dealer 
with Stanley Home Products Inc. 
It is the hope of the writer that this thesis will 
be valuabla to Stanley Home Products Inc., The Fuller 
Brush Company Inc., and all other companies employing · 
similar sales merchandising procedures •. 
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II HISTORY OF STANLEY HOME PRODUCTS INC. 
Stanley Home Products Inc,. , (:hereinafter to· be referred 
to as Stanley)' was founded on August 15~ 1931. in W'estfield~ 
Y.assachusetts by Mr. Frank Stanley Beveridge. A former 
vice-president of The Fuller Brush Company Inc., I,fi:>. Beveridge 
established this company in the middle of the depression 
(1929 ~ 1933 ),. with his Fuller secretary, l1iss Catherine 
L. 0 1Brien. In the rented space of an .old tobacco shed, 
they received,. processed, and packaged the first Stanley 
order. The products were purchased from local suppliers . 
Within a few months, manufacturing began on a modest scale, 
and retail sales for the first full year totaled $72,000._3 
In 1937, Stanley purchased another Westfield build-
ing , and for several years, this four-story structu~e 
housed all manufacturing, storage of raw material,supplies, 
a ll offices, and the Westfield Distributing Station. 4 
With economic conditions improving and a need for 
further expansion, more land and buildings i·lere purchased. 
By -1945,. Stanley 1 s opera tiona ·were spread through seven-
teen separate buildings and locations in \1estfield. For 
the best interests of the company, one large central plant 
vias needed, but vd th oo.terials still on the critical list 
('due to World War II), further expansion seemed i mpossible 
at that time. However, Stanley v1as able t9 purchase a fac-
tory building in Easthampton, ~~ssachusetts, approximately 
3The St.anley Opportunity brochure, p. 1 
4sirtce 1954, it has housed only sales and administration. 
3 
nine miles from Westfield, formerly operated by the War 
Assets Administration. At present, more than two hundred 
and fifty Stanley products emanate from this five-story 
plant. 
During the war years, the company produced thousands 
of brushes to clean machine guns and cannons. It was im-
possible to buy any new machinery, thus the Stanley em-
ployees adapted their own to meet the demands for other 
products: war materials. At one time, a second-hand milk-
ing machine was dismantled to provide repair parts for 
the filling line; another time, the transmission and rear 
end of a Ford provided gears to keep a machine running. 
In 1945, materials were still scarce. Bottles were 
used instead of tin containers; cardboard containers had 
to be reused many times. Yet this young company continued 
to meet the increasing demands for its products when they 
returned to the production of household merchandise fol-
lowing the war. In 1946, retail sales totaled s.lightly 
over $30,000,000; and by 1956, following a sharp post-war 
climb, they totaled over $100,000,000.5 
Today, there are over 12,000 Stanley "home demon-
strations" per day throughout the United States, conducted 
by the 20,000 full or part-time dealers. (The method of 
sales, from the beginning up to the present, will be dis-
cussed in greater detail later in dealer training.) 
· 5Retail sales for the past four years has totaled over 
$1.00,000,000. 
4 
And there are distributing stations serving these dealers 
throughout this country,along with other countries pre-
viously mentioned (page 1). 
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A •. FOUNDER. 
Within twenty-five years, the founder of Stanley 
had built the business from a small tobacco shed in 
Westfield in the middle of the 1931 depression to a 
multi-million dollar industry covering many countries. 
Who was this man \'those business skyrocketed even beyond 
his greatest expectations ? 
Frank Stanley Beveridge was born near Yarmouth, 
Nova Scotia, on April 17, 1e79. He came to this country 
as a young man of nineteen to study American agricultural 
methods, and became a student at Mount Hermon School in 
western Massachusetts. During a summer vacation, he took 
a job "selling stereopticon views for Underwood & Under-
-
wood", and his interests were turned from agriculture to 
selling.6 
IvT.r. Beveridge joined The Fuller Brush Company in 
1913 as a salesman. He left that company thirteen years 
later as vice-president in charge of sales. He then became 
a sales consultant and worked with Real Silk Hosiery Com-
pany. Two years later, at the age of 51, he formed this 
new company. IvT.r. Beveridge held the office of President 
until 1951, when he became Chairman of the Board. 
I~. Beveridge's interests extended to many fields. 
He was a director of the Hampden National Bank and Trust 
Company of Westfield, the Westfield Savings Bank, and the 
vfestfield Y!-ICA. He lias a trustee of the Eastern States 
6coronet Magazine, January 1951 
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· Exposition, the Northfield Schools, the F. s. Beveridge 
Foundation, a Corporator of American International an d 
Springfield Colleges, and a member of the VIes tfield Park 
Commission. 
He received the Mount Hermon Alumni Award for con-
structive and unselfish leadership, and the Westfield River 
Parkway Citation for public effort and encouragement of 
horticultural and factory landscaping._ In 1955, he received 
the Outstanding Citizen's Award from the City of Westfield. 
His honorary degrees included a Master of Humanities from 
Springfield College, Doctor of Humane Letters from Ameri-
can International College, and a Doctor of law from C.ol-
gate University. (:Mr. Beveridge never attended college.) 
Frank Stanley Beveridge died on December 4, 1956, 
but he lived the kind of life that never dies. His record 
as a businessman was well established with the growth of 
his company. He successfully proved that there is a place 
for religion in business, and further, a place for moral 
idealism in industry. 
He supported many charities and civic organizations 
in the city where he started his o~m business. His desire 
to help others had only one limitation:"They also had to 
.. 
try to help themselves". 11 0U.rs is an organization of people, 
and the basic Stanley job is building people·, 11 Mr. Beveridge 
once said. His philosophy has attracted so much attention 
in schools and colleges that case studies from the Stanley 
organization are being used to teach students the art of 
7 
good human relations in industry. He "1as the type of man 
who always inspired peopla he met, especially those who 
worked with him. "Try as hard as you will, you are bound 
to fail, but failure is the highroad to success. People 
fail because they do not meet their problems head on." 
On an occasion when he was addressing a group of sales 
dealers, V~. Beveridge said: 
If we are to be any good at all, we must be fi~~ters, 
conquering ourselves and our circumstances; the thing 
to wish for greatly is problems to overcome. Day after 
day, we must extend ourselves, and we can develop our 
strengths; we need to stretch, to reach out for that 
impossible perfection. 
This type of thinking he instilled in the people within 
the Stanley organization. 
The words of President Everett Case of Colgate 
University, when he conferred the honorary degree of 
Doctor of Laws on ¥~ . Beveridge, ably describe the 
Stanley founder: 
Man of business who is active in all good works; 
not content with the compelling new chapter you 
have written in the annals of American enterprise, 
you now invite others to join you in the search for 
that understanding of the human factor in industrial 
relations which keeps enterprise free and makes it 
truly re\varding. 
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B. PRESIDENT 
Miss Catherine L. O'Brien, who became President of 
Stanley in the spring of 1951, is one of possibly six 
women in the United States who heads multi-million dol-
lar companies. 
Miss O'Brien was born in Higganum, Connecticut, on 
May 16, 1900. She graduated from Deep River High School, 
and attended the Hartford Secretarial School between ~917 
and 1919. While taking extension courses at LaSalle Uni-
vers.ity, she became "executive secretary to lY'Jr. Beveridge, 
then a vice president at The Fuller Brush Company 11 .7 
When he left Fuller, she became office manager of a 
Hartford insurance agency. Within two years, she re-
joined Mr. Beveridge to establish the new company.Since 
that time, she has performed every type of work in the 
business. As JY'Jr. Beveridge once said, 11 M3.ny of the Board 
of Directors who are responsible for individual depart-
ments owe their lmowledge and understanding of their work 
to :r;r.iss 0 'Brien's helpfulness 11 • 
In 1955, she was appointed to the Board of Directors 
of the Springfield National Bank, the first woman to achieve 
this distinction in the State of Vassachusetts. She served 
as co-chairman of the Noble Hospital Building Fund and 
has been a trustee of that hospital for several years. 
In 1956, ~.fiss 0 'Brien ·was named "vloman of the Year" by 
the Greater Springfield Chamber of Commerce. 
7 11 Who's Who in America 11 , Vol. 28, p. 2010 1954-55 
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She has been interested in many charities,. notabl y 
the Girls 1' Clubs of America~ and has donated a scholar-
-
ship for staff members of the clubs to earn credits a t · 
Syracuse University. Previously, the company donated in 
a three-year period ($10,.000 each in 1952-54) a total of 
$30,000 to the Girl Scouts of America for a "three-year 
home-making insti tute 11 • The money v1as used to pay one or-
ganization salary of a home-making field worker . The com-
pany also published a manual for the Girl Scouts to help 
them in achieving their Home- making bad.ge. (See illustra-
tion #1 on the next page . ) 
Vdss 0 1Brien 1s career is an inspiration to a ll women 
in business·. Few people dm.lbt that a woman has to work 
harder to achieve the same degree of ·recognition i n the 
field of management• Few men achieve the success which 
Miss 0 1Brien has won. How has she been able to do it ? 
Some of the factors which have been responsible for her 
success are as follows: she accepted every challenge to 
learn new skills and to accept responsibility; a continued 
series o~ studies broadened her information; by creative 
application of what she ~~d learnedt she contributed to 
every forward step of the company; and unremitting hard 
i.York made her an expert in every phase of the business. 
Jf.Lr~ Beveridge once used one of his favorite quota-
tions to describe Ivfiss O' Brien: "Only those who have the 
patience to do simple things perfectly will acquire the 
skill to do difficult things easily" . 
10 
A GUIDE TO 
HOMEMAKING 
Grateful acknowledgment is made to Alice C. Sanderson , 
Homemaking Adviser, and to the Program Development 
Division of the Girl Scouts of the U.S.A. Their suggestions 
and advice have been invaluable in preparing this booklet. 
Cop yright 19f>2 by 
StA nley ffo m e Produc ts , Inc . 
Westfield , M nsR. 
. j 
"'lfo.UII- lto.me U a. ,uctwze fuune 
in w/ucl,_ ~ ~ 4ee4 
~ ~ ifOWl- Jamt-4., 
Dear Girl Scout: 
This booklet was written for you as part of a special 
Homemaking project of the Girl Scouts of the U.S.A. 
made possible by Stanley Home Products, Inc. 
It is intended to help you in qualifying for badges in 
the Homemaking field, especially the Housekeeper 
Badge. We hope you will enjoy the booklet and that 
through it you will discover more of the rewards and 
satisfactions which are to be found in homemaking. 
Stanley Home Products, Inc. 
Westfield, Mass. 
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A GUIDE TO 
HOMEMAKING 
I. INTRODUCTION 
Everything we do, and the kind of people we grow up to be, is 
influenced by the spirit of our homes. Our homes are picture 
frames in which the rest of the world sees us and our families. 
Like other picture frames, they are most successful when they 
do not merely surround the pictures but give them protection, 
usefulness, background, and a beauty greater than they would 
have alone. 
Unlike pictures, we like to step out of our homes. This book-
let hopes to help show you how to keep your home lovely -
and to do it in such a way you will be free to do all the other 
interesting things you want to do. A clean, well-kept house 
protects the health and safety of the family, but a clean house 
is not an end in itself. Most people agree that the chief func-
tions of an attractive, well-run home are to help you grow 
up well, and to develop your nicest, happiest personality. 
Homemaking is easier than it used to be. You have more tools 
and devices for making housecleaning and housekeeping easy 
than women have ever had. Cleaning methods should be 
those which let you do the work well, yet easily and quickly. 
With housecleaning simplified, there is more time to spend on 
hobbies, community service, recreation, and other worth-
while and interesting activities. 
It's fun to feel that you have a part in 
caring for something which means so 
much to your family . 
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Want to know a secret? One of the 
simplest ways to help keep a house 
clean and tidy is to keep the dirt out-
side and to put things away when you 
have finished using them. Wipe your 
feet on the door mat, hang up outdoor 
clothes, and when you are through 
with them, put away books, games and 
clothing. 
In general, frequent, light cleaning is 
best. Daily tidying and light clean-
ing help keep the home pleasant every 
~) 
day and prevent days when the house "looks a sight" followed 
by all-out cleaning sessions which send the family scurrying. 
At weekly intervals we clean more thoroughly - giving 
attention to things which are not as noticeable. Occasion-
ally, there are larger cleaning projects. 
Some people still have spring cleaning and fall cleaning - busy 
times in which everything in the house gets the full cleaning 
treatment. This may have started years ago because putting 
up and taking down wood or coal stoves were two important 
events on the household calendar. Nowadays, many people 
avoid spring and fall household cleaning entirely by giving a 
thorough cleaning to one or two rooms every month. 
We have gathered here for you methods of keeping a home 
clean which have proved to save time and work. We wanted 
you to have an outline of the whole housecleaning story even 
though you are not taking full care of your home. We have 
not attempted to cover laundry, mending, interior decorating, 
and many other interesting subjects. A wealth of material 
on all phases of homemaking is available from the United 
States Department of Agriculture. (The Superintendent of 
Documents, Government Printing Office, Washington 25, 
D. C ., will send you a complete list of publications on request. ) 
Your state agricultural college extension service, home demon-
stration agents, public libraries, and many private and com-
mercial agencies make available information on every aspect 
of homemaking and as you know, many booklets are available 
through the Girl Scouts. 
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II. WHAT YOU NEED FOR YOUR WORK 
Your great-grandmother may have kept house with "a rag 
and a bar of yellow soap," but there are many time- and work-
saving tools, polishes, cleaners, and other housecleaning 
equipment available today. Cleaning equipment might be 
divided into: "Must Have," "Might Have" and "Nice to 
Have." 
Must Have 
Dry Mop 
Wet Mop 
Broom 
Dust Pan 
Whisk Broom 
or Brush with 
Handle 
Soap or Detergents 
Clean Cloths 
Dust Cloths 
Silver Polish 
Furniture Polish 
Metal Cleaner 
Floor Wax 
Window Cleaner 
Abrasive (scouring 
powder or steel 
wool) 
Might Have 
Carpet Sweeper 
Wax Applier 
Special Cleaner 
for woodwork 
Wall Brush 
Cellulose Sponges 
Spot Remover 
Household 
Disinfectant 
Coil Spring Duster 
Radiator Brush 
Venetian Blind 
Duster 
Scrub Brush on 
Handle 
Bathtub Brush 
Toilet Bowl Brush 
Toilet Bowl Cleaner 
Silver Polishing 
Cloth 
Nice to Have 
Vacuum Cleaner 
and Attachments 
Special Purpose 
Brushes and Tools 
Mechanical Floor 
Waxer 
If your house has two stories, consider keeping a dust mop and 
dust cloth upstairs as well as down. It is always easier to 
clean if tools are kept handy to the place where they will be 
used. An extra can or bottle of cleaner in the bathroom, for 
example, as well as in the kitchen or broom closet, will make 
it seem much easier to clean the bathroom fixtures. 
It's fun to work with clean, well-kept equipment stored so you 
can see the neatly arranged contents of your broom closet at a 
glance. Be sure that your tools are clean and in good work-
ing order before you put them away. Shake out mops and 
dust cloths, empty carpet sweeper, empty dust pan, pull 
ravelings out of brooms, empty vacuum cleaner, replace caps 
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on jars and bottles, and hang each item in its proper place. 
(Some people like to keep dust cloths in covere~ jars.) Cup 
hooks and coat hooks are easy to put up and make handy 
hangers for mops and brooms, which should not be left stand-
ing on the floor. 
A "cleaning caddy" is a wonderful step-
saver and inspiration to do those little 
cleaning jobs right now. Your clean-
ing caddy might be a basket or 
shallow box with a handle. In 
most cases, it should contain 
/~ .. :"- \ ~ ~ furniture polish, window ~, .,~ ~ ~~\-' cleaner, woodwork cleaner, 
~~~~ , -@@_, damp sponge, clean cloths, soft ~9 ,, ~~~-/ brush, spot remover, art gum eraser 
~ ~-=r (for removing soiled spots from walls 
or lampshades), whisk broom or up-
holstery brush. 
Don't let your cleaning caddy get overweight. Fill empty 
mustard jars from your full-size containers of cleaners and 
polishes. 
Manufacturers' tags, labels and leaflets are the best guides 
to the use of mechanical appliances, cleaning supplies and 
equipment. Always read the directions first and then be 
sure to follow them. 
Ill. THROUGH THE HOUSE 
Let's go through the house now, starting 
with the living room and din-
ing room - where the clean-
ing chores are just a bout the 
same - and see what needs 
to be done daily, weekly and 
occasionally. You will see 
that if you do one thing at a 
8 
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time, but use an over-all plan for everything, the different 
kinds of work will fit together like the pieces of a jigsaw 
puzzle. One little piece by itself does not look like much, 
but put all together, they add up to a well-kept home which 
you can enjoy and be proud of. 
A. Living Room and Dining Room 
DAILY Look around the room first and survey the situa-
tion. Are there things which should be put away in other 
rooms? A large tray will save you steps and let you take 
everything which goes to the kitchen at one time. Are there 
vases to be emptied? Ashtrays to be emptied and cleaned? 
Yesterday's newspapers to be put away? Gather up scarves, 
mittens, games, toys - whatever belongs in other rooms in the 
house - and make a tour, putting them away as you go. 
Back in the living room or dining room, clean the rug, if 
necessary. Sometimes just picking up a few ravelings with 
your fingers will do the trick, or it might be necessary to use a 
broom, carpet sweeper or vacuum, depending on how serious 
the situation is. With a dust mop, clean the floor, lifting the 
edges of the rug to avoid leaving lint. As you finish cleaning 
the floor, arrange furniture in its most attractive positions. 
A big, clean dust cloth makes dusting a pleasure. You can 
glide over tables and chests, straightening and tidying orna-
ments, books, pictures, etc., as you go. Is there a mark on a 
piece of furniture, or a dirty fingerprint on the door facing? 
With supplies in your handy cleaning caddy it takes only a 
minute to make them disappear. 
Do these need to be done? Water plants, empty waste-
baskets, sweep the hearth, and arrange windowshades and 
curtains so they hang correctly. 
WEEKLY Now, instead of just cleaning the things which 
obviously need attention, you look for dirt. You'll surely 
want your cleaning caddy handy this time. 
Move furniture which was not moved during the daily tidying 
and clean the floors or rugs behind and under them. Dust 
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baseboards, doors and windows. Wipe off - or clean, if 
necessary - pictures, mirrors, window panes, light fixtures, 
radiators. 
Dust all furniture thoroughly, not forgetting the legs and 
underneath parts. Use a soft-bristled brush for crevices and 
deeply-carved places. 
Polish with one of the creamy furniture polishes that cleans 
and polishes - follow directions carefully and always rub to 
complete dryness and high luster immediately after applica-
tion. 
Scratches sometimes disappear if the whole surface is carefully 
polished and buffed. Deep scratches can often be shaded by 
rubbing with a cut nut meat, then polishing. White marks 
that do not disappear after polishing can be rubbed with 
spirits of eamphor or oil of peppermint, and thEm polished. 
If you polish one or two pieces of furniture each week you 
never need to make a big project of polishing - and the 
furniture will always look well. 
Brush or vacuum draperies and curtains and furniture. Dust 
Venetian blinds, and in "open window season" dust outside 
of window sills. 
Brush or vacuum lampshades. 
Take out magazines the family has read and store t hem for 
paper salvage. Do you like to keep copies of certain maga-
zines for reference? Set aside ~ special place on the bottom 
of the bookcase or in a cupboard where these can be kept. 
OCCASIONALLY Clean and wax wood floors. This can 
be a lot of fun with the whole family, and even your friends, 
taking part. Remove all old wax first and then apply the 
new. Chemical cleaners on the market make wax removal 
easy. The type of wax to use depends on the floor itself and 
the kind of wear it gets. Whatever you use, follow the direc-
tions and let the wax dry thoroughly before walking on it. If 
you want to buff it, try a clean dry mop or "skating" on it 
wearing old wool socks over your bedroom slippers. (Take 
it easy - this can get rough. ) 
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Clean the undersides of rugs and the floors beneath them. 
You may be surprised at how much dust goes through. 
Slipcovers and curtains need to be washed occasionally. 
Fresh ones do worlds to give any room a "lift." 
Clean outside of windows. (Often a job for experts. ) 
Dusting walls is excellent in some places - not good if the 
dust is oily or damp. If walls can be dusted occasionally, 
they will not need to be cleaned, repapered or repainted as 
often. For safety's sake, dust them with a long-handled 
broom or clean, soft mop. (Avoid climbing on chairs or 
ladders, when possible. ) 
Arrange books neatly so it is easy 
to find the one you want. Books 
of similar size look well together -
and it's nice if the shelves 
are not too crowded. You 
may like to put books suita-
ble for different ages to-
gether or group them accord-
ing to subjects. 
Maybe your mother can set aside one shelf in the bookcase 
for storing games, puzzles, drawing materials, etc. 
B. Bedroom 
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When you jump out of bed, toss the covers back, and by the 
time you are ready to make it up, your bed will be nicely aired. 
A bed that is well and snugly made in the first place will be 
easier to remake each day. 
Hang up your clothes, put away clean ones, keep shoes and 
slippers in order. 
Clean rugs if necessary. Sometimes bedroom rugs like to be 
shaken. Daily dusting of floors in the bedroom is especially 
good because wool blankets, clothing, etc., tend to cause 
" house moss," "lint kittens" or "dust feathers." 
Dust tops of furniture, empty wastebaskets, tidy books and 
games. 
WEEKLY Your bed is usually the largest thing in your 
bedroom. When it is untidy the whole room looks untidy. 
The time you change your sheets is perfect for airing pillows 
and covers. Some mattresses should be turned each week, 
others once a month or even less often. While the bed is 
"stripped" you will find it easier to dust the parts of t he head-
board and footboard t hat are usually hidden. 
When you are giving your bedroom floors their weekly , extra 
cleaning - going under the edges of rugs and moving every 
piece of furniture - it is a good time to clean the floor of your 
closet and arrange the contents tidily. Do you like to have all 
blouses together, skirts near them, dresses together, and 
coats and other outdoor wear in a group? 
Do you have to hunt for a handkerchief or a hair ribbon when 
you're getting ready for school? Make sure your dresser 
drawers are in "apple pie" order with socks here, underthings 
there, sweaters together, and ribbons in a special box. (Rib-
bons won't wrinkle if you make a neat roll of each one before 
you put it away and fasten each roll with a bobby pin.) 
Polish one or two pieces of furniture if necessary ; 
brush or vacuum draperies, curtains and upholstered 
furniture . Dust radiators, baseboards, doors and 
windows. Wipe off - or clean, if necessary - pictures, 
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mirrors, Venetian blinds, etc. 
In "open window season" 
dust outside window sills. 
@ 
@) 
OCCASIONALLY Clean and . ~t!:=~~~ 
wax wood floors. Clean the under-
sides of rugs and the floors beneath them. 
wash curtains and slip covers, clean walls. 
Clean outside of windows. Wash mattress 
cover and pad. Put away out-of-season clothes, 
taking care to protect against moths. 
C. Bathroom 
DAILY "The smallest room in the house and sometimes 
the hardest to keep clean" is a wonderful place for family 
cooperation. When you use the wash bowl, swish clean water 
around the edges with your hands or with a sponge or cloth 
kept handy for the purpose. 
Wipe up spatters as you make them and walls and floors 
won't have to be scrubbed as often. 
Mter you take a bath, use a tub 
brush to keep a ring from forming. 
Even following the water out of the 
tub with a soapy cloth will help. 
A quick, daily cleaning of the toi-
let, using a brush, is necessary in 
most homes. Many people like to 
use a household disinfectant daily 
in the toilet bowl. 
Wipe mirror. 
WEEKLY Once a week we bring out the cleanser and give 
every fixture in the bathroom a thorough cleaning. Many 
types of cleaners are available and you will want to use the 
one which suits your purpose best. Abrasive cleansers are 
good for stubborn stains but have a tendency to dull the 
finish . Soapless detergent cleansers remove rings and soap 
film without affecting the surface. (They help keep drains 
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clean, too. ) Excell.ent combination: A brush and soapless 
detergent. 
Nontoxic, noncorrosive toilet bowl cleaners are available 
which are excellent for weekly cleaning and safe to use. 
Bathroom floors covered with linoleum usually need a weekly 
waxing. Always remove old wax before applying a new, self-
polishing wax. 
If your bathroom windows and mirrors are cleaned with a 
window cleaner which contains a small amount of wax, they 
will resist the fogging caused by steaminess in the bathroom. 
OCCASIONALLY Clean walls around tub. Painted 
wooden walls and painted metal or simulated tile can be 
cleaned with woodwork cleaner. Ceramic tile can be cleaned 
with the same cleaner you use on windows and mirrors. 
Clean and straighten shelves of medicine cabinet and linen 
closet. 
Wash curtains and shower curtains. Wash walls. (Because 
of the great amount of moisture in the air in the bathroom, 
walls cannot usually be dusted very successfully. ) 
1. Put pots and pans to soak. Washing them is easier if 
pots and pans are rinsed out and left to soak as soon as the 
food is taken out of them. Select the largest pan used. 
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Nest into it the smaller ones, fill them with water to which 
has been added a little of one of the new detergent cleaners, 
and set aside. You will wash these last, but if you prepare 
them first they will be much easier to get clean. (Or you may 
prefer to wash them first while someone else is putting away 
food and scraping dishes. Then get clean dish water and 
proceed as follows.) 
2. Scrape and stack dishes. A flexible dish-scraper or a 
folded piece of paper toweling will clean off food particles. 
Sometimes it is possible to rinse dishes before stacking and 
that makes them easier to wash. If silver is rinsed as soon 
as it is taken from the table, you will have fewer struggles 
with particles of food which stick. In general, it is well not to 
leave silver to soak for a long time and it should be dried 
promptly after it is washed. 
3. Make rich suds in hot water. (Some detergents clean 
thoroughly without heavy foam. ) Wash glasses first, then 
silver, then dishes, and finally, cooking utensils. A good 
brush or dish mop makes quick work of washing dishes and 
silver and gets to the bottom of cups and tumblers. Many 
people like cellulose sponges for dishwashing because they have 
more "body" than a dish cloth and are so absorbent. 
4. Dishes should be rinsed in the hottest water available 
that they will stand without damage. The water may be in a 
pan in which dishes are dipped, or better still, the dishes may 
be stacked in a dish rack and be rinsed by pouring or spraying 
hot water over them. In any case, many authorities now 
recommend leaving the well-rinsed dishes to dry by them-
selves rather than drying them with a dish towel. If you 
use a dish towel, be sure it is clean and dry. 
You can save time and leave the kitchen looking lovely by 
wiping spatters off the top and front of the stove and other 
work surfaces each time yoU: wash dishes. Give a quick 
swish down the front of the refrigerator and the edge of the 
kitchen door and cupboards to take off any fingerprint marks. 
Do you notice that a piece of silver is badly t arnished? Keep 
a jar of silver cleaner handy with a little sponge in it. A quick 
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wipe of the tarnished spoon and it is gleaming again. Easy 
way to clean tines of forks : Stick the fork right into the silver 
cleaner. 
Check stove burners; clean if necessary. Kitchen floors need 
frequent sweeping - often after each meal. Wipe up spatters 
as quickly as they occur with an old sponge which has been 
retired from dishwashing, a small mop, or a piece of paper 
toweling. 
Empty garbage and trash, replace liners or wash garbage pail. 
WEEKLY Give the floor a thorough cleaning each week. 
Wax if necessary. Concentrated products which clean floors 
and remove wax make quick, easy work of the first operation. 
Self-polishing_ wax is best for linoleum, rubber and asphalt 
tile - the floor coverings most frequently used in kitchens. 
Cleaning the refrigerator gives you a chance to use your 
imagination and make decisions about the food you find in it. 
Small quantities of fruit juice will blend together to make a 
punch. Try combining wee bits of jam and jelly as a t opping 
for ice cream. Left-over vegetables can go into soup or 
salads. Sandwich spreads can be made of ground meat left-
overs. 
Electric refrigerators are usually cleaned and defrosted at the 
same time. Follow the manufacturer's directions for de-
frosting for best results. 
! I) 
When you clean the refrigerator, start 
by taking out all the food. Remove 
v- h 
1 the trays and shelves and was 
· them. Wash the inside of there-
frigerator with water to which you 
have added baking soda (about 
Y2 teaspoonful to a quart of 
water). 
All done? Put the food back neatly 
in a convenient arrangement, refill 
the trays with fresh water and turn 
on the motor. 
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Ovens do not get smoked and greasy on schedule but according 
to when and how they are used. The sooner they are cleaned 
after they are messed up, the easier it is. However, a once-a-
week check is an excellent idea . Take out shelves and scrub 
them with a brush. Wipe the inside of the oven with a solu-
tion of soapless detergent, then rinse and dry. For baked-on 
deposits, it is usually necessary to scrape with something 
like steel wool. If you leave a half-cup of household ammonia 
in an open bowl in the oven overnight, the fumes will make it 
rnuch easier to remove the baked-on food. 
Check silver and other metals to see 
if they need polishing. Polish the 
ones which are tarnished, or 
plan to clean a few pieces. 
each week and thus avoid 
an all-out session. (Listen 
to the radio while you're 
polishing. ) 
Remove fingerprints from woodwork. Dust radiators and 
baseboards. Clean kitchen chairs (woodwork cleaner for 
painted ones; metal polish for chromium-plated chairs). 
Dust or clean windows. 
After the garbage pail is empty, give it a good scrubbing with 
a brush and rinse it with some safe-to-use household disinfec-
tant. If the weather cooperates, dry it in the sun. 
OCCASIONALLY Take the dishes off the shelves and wash 
those which are not used frequently. Replace shelf paper, 
if it is used, or wash shelves. Replace dishes in a convenient 
arrangement. 
Everything relating to · food preparation should, of course, 
be kept immaculately clean. You will want to scald and sun 
vegetable bins, bread and cake boxes. Kitchen drawers 
should be emptied, contents washed and replaced in good 
order. . 
Curtains should be washed and rehung, outsides of windows 
washed . 
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The kitchen is one of the friendliest 
rooms in the house and one where 
you have the most fun. If it is 
kept clean and attractive, it 
is always ready to have the 
gang in for a session of fudge-making 
or just a peanut butter sandwich. 
Potted plants on the window sills, 
bright colors in curtains, canisters, and 
other kitchen accessories can add much 
to your pleasure in using your kitchen. 
E. "Inside, Offside and Outside" 
Often porches, basements, a t tics and garages are the special 
domain of the men of the family. However, these "offside 
and outside" places are part of the house and you will probably 
want to know what to do about them. 
For attics and basements, a good rule to follow is "keep them 
clean rather than get them clean ." If your basement or 
attic is finished to use as a playroom, you'd clean it just as you 
would any other room in the house. However, if they are 
used for out-of-season storage, hobby or work rooms, your 
cleaning problem will be a little different. Instead of waxing 
and polishing floors and furniture you may be dealing with 
concrete and rough wood. On these the vacuum cleaner 
brushes are useful. Or, a brush-type broom, slightly damp-
ened, will let you sweep the floor without raising a lot of dust. 
Orange and apple crates stacked together make excellent 
rough storage. 
Store bicycles, wagons, rollerskates, skis, toys and tools of 
every kind clean and oiled, and they'll be ready to use the 
next time you want them. 
Porches and walks usually need to be swept each day. They 
are like the face of your house and a dirty face never makes a 
good first impression. 
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Occasionally, porches need to be scrubbed thoroughly. Use a 
scrub brush on a long handle, a good, sturdy mop and one of 
the liquid concentrated cleaners. 
Does your bicycle share the garage with the car? Be a good 
roommate and don't let it take more space than necessary. 
A garage usually needs to be swept occasionally. Hooks and 
small shelves make it easy to keep clean cloths and oil cans 
convenient. You will want to oil your 
wagon and bicycle occasionally and 
wipe them off after they get wet 
and spattered with mud. 
It's a handy thing to know how 
your heating system works and 
what care and attention it re-
quires. It is also good to know 
where water, gas and electricity 
enter the house and where they 
can be cut off if necessary. 
F. Growing Things 
The rose geranium on the window sill and the roly-poly puppy 
skidding across the kitchen floor are delightful parts of our 
home. 
For plants, daily care usually means watering (either from the 
top or the bottom), plucking off dead flowers and leaves, and 
turning the plants so that they expose another side to the 
sunlight. 
Weekly care for most plants includes a bath at the kitchen 
sink. Oh, yes, plants need cleaning, too, because dust gathers 
on the leaves and keeps them from "breathing" as they should. 
We won't go into the special care required by different varie-
ties, but you will enjoy ]earning what makes your plants 
thrive. There are many leaflets and magazine articles 
available which give expert suggestions on the care of house 
plants. 
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An excellent source of information on the care of cats, dogs , 
birds, rabbits and other pets is the Society For The Prevention 
Of Cruelty To Animals. If you like pets and there is an 
S.P.C .A. near you, make the acquaint-
ance of the people there. You will 
find they have leaflets and much 
helpful information. Proper 
feeding, plenty of fresh water, 
and a good place to sleep are, 
of course, daily requirements. 
Weekly or occasional require-
ments include baths, clipping, 
combing, brushing, and other types 
of grooming, depending upon the 
kind of pet you have. 
IV. "DON'T CRY OVER SPILLED MILK!" 
Spilled milk, and most other spots and stains, needn't be a 
cause for tears. Most all the spots which plague us can be 
removed very simply with household means, especially if they 
are attacked immediately . For ten cents the U. S . Depart-
ment of Agriculture will send you a complete booklet on re-
moval of stains from fabrics. A great deal of information is 
available in libraries and women's magazines. You may find 
it useful to collect a small reference library on spot removal. 
iii In removing any stain , a lways (""-~-- c---_ - "- • ~ start as soon as possible and ~ =-- '.- - -~ use the simplest metho~s <..~ -'""" -~- . first . Water and soap will 
~ · _ ;:::----: remove a large number of 
:::s..._ \ . stains from floors and furni-
ture. There are paste-type 
spot removers on the market 
which are safe to use and do an excellent job of removing 
spots from fabrics which are not harmed by water. Solvents 
such as carbon tetrachloride and naphtha should only be used 
if your mother or other adult approves. Be very careful in 
using inflammable cleaners. Carbon tetrachloride is not in-
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flammable but its fumes in an enclosed space can be dangerous. 
Here are some of the spots you are most likely to have in your 
home and simple ways of getting rid of them. 
Candle Wax- Should be carefully scraped off with a dull 
knife (put a warm moist cloth on it for a few minutes first if 
it has hardened completely), then quickly sponge with paste-
type spot remover or carbon tetrachloride. 
Candy- Sponge with clear, warm water. If chocolate 
stains remain, sponge with paste-type spot remover or carbon 
tetrachloride. (Food coloring is more difficult to remove, 
may require professional help. ) 
Chewing Gum - If the material on which the gum was 
dropped will not water-spot, rub the gum with ice, then scrape 
and rub the hardened gum out of the cloth or off the surface. 
This method is particularly good for rugs and other heavy 
material. If the gum has left a stain, sponge it with paste-
type spot remover, carbon tetrachloride, or turpentine. 
Chocolate and Cocoa - Chocolate and cocoa are not easy 
to remove because they contain many substances, including 
fats, milk, starch and sugar. First, scrape off as much of the 
stain as possible with a dull knife, then try one of the following: 
If the material is washable, launder in warm, soapy water. If 
on furniture or rugs, sponge with paste-type spot remover or 
carbon tetrachloride to dissolve the grease. Dry thoroughly, 
then sponge with warm water and dust with pepsin powder. 
Work the powder into the cloth, let stand for 30 minutes or 
longer, then sponge with water. 
Coffee and Tea - If the stains are on wool or silk, sponge 
with lukewarm water. Then apply glycerine and rub lightly 
between the hands. Let stand for half an hour and rinse 
thoroughly with water. If a grease spot from cream remains, 
sponge with paste-type spot remover or carbon tetrachloride. 
Remove fresh stains from washable materials by pouring 
boiling water on the stain from a height of 2 or 3 feet, then 
wash in warm, soapy water. 
Fruits and Berries - Treat fruit and berry stains im-
mediately if possible. They are hard to remove after they 
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dry. Boiling water (if it does not harm the cloth), or some-
times even warm water, will remove most fruit stains. It is 
better not to use soap. Use the same method to remove 
stains from cooked fruits and berries as from fresh. 
Grass and Leaves - If the material is washable, use hot 
water and soap, rubbing the stain well. On materials that 
soap and water might injure, sponge the stain with alcohol. 
Test first to be sure it does not change the color of the ma-
terial. 
Grease from Automobiles, Bicycles, Road Oil, Etc. -
Scrape off excess with dull knife or spatula . Use paste-type 
spot remover or carbon tetrachloride. 
Greasy Food - Scrape off excess with dull knife or spatula. 
Use paste-type spot remover or carbon tetrachloride. 
Ice Cream -- Sponge with paste-type spot remover, carbon 
tetrachloride or warm water. If stain remains, treat accord-
ing to its na ture: fruit, chocolate, etc. 
Ink - Blot excess. Sponge with water. If stain remains 
when dry, use paste-type spot remover or carbon tetrachloride. 
On some fabrics a commercial ink remover works successfully. 
Try this on a small, inconspicuous place first. 
Meat Juice or Gravy - Sponge meat juice or gravy stains 
with cold or lukewarm water. Never use hot water - it sets 
the stain. If the material is not washable, use an absorbent 
powder, paste-type spot remover, or carbon tetrachloride. 
(Absorbent powders, like chalk, corn meal, talcum powder, or 
corn starch are useful for soaking up substances which , if 
rubbed , would go deeper into the material. ) 
Milk -- Wipe up immediately with a cloth or sponge wrung 
out in cold or lukewarm water. If milk was spilled on rug, 
furniture, or other place where laundering is impossible, 
sponge with paste-type spot remover or carbon tetrachloride. 
Mud - Brush or scrape mud off promptly. Rinse or sponge 
off with cool water. (Older methods advised allowing the 
22 
mud to dry first. Most recent advice from the textile special-
ists of the United States Department of Agriculture 
recommends removing the mud as far as possible while still 
damp from clothes, shoes and rugs. ) Rinse mud-stained 
clothes in cool water first to avoid setting the stain caused by 
some clays. Then wash in warm soap suds. 
V. "SOME WITH WINGS AND SOME WITH LEGS" 
/ 
One of the problems of house-
keeping is the discouragement 
of uninvited visitors - in-
-r-~ Jb- sects who come, some with 
..-'7., wings and some with legs, 
to pester us. 
Flies, mosquitoes and ants are 
likely to be a problem at some 
time of the year in every part of 
the country. Whole communities 
help to control these pests, which 
hatch out of doors and come inside. 
Right now, we'll just say - keep garbage covered and elimi-
nate pools of stagnant water. 
If every member of the family tries to see that screen doors and 
window screens are closed, many flies and mosquitoes will 
be kept out of the house. Keep the swatter handy and don't 
delay in getting after Mr. Fly as soon as he appears. Mos-
quitoes are easily killed by sprays, either the pump type or the 
new "push-button" sprays which send fine particles of in-
secticide into the air. 
Ants are among the most difficult of a ll insects to get rid of 
because they find their way through such small openings. 
"Ant buttons," boiling water poured on ant hills outside, and 
sprays applied directly to the ants or on their trails, will 
usually get rid of them. Wipe up sticky or greasy places to 
avoid attracting them. 
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Discourage cockroaches by leaving them nothing to eat. Be 
sure that food is covered, garbage taken out at night, and sink 
and work surfaces left immaculately clean. Various types of 
roach poisons which are relatively harmless to humans and 
animals are available and these should be used in preference 
to others. If your family undertakes a full-scale fumigation 
job, poisonous gas will be used, and much care must be used to 
protect foods, dishes, silver, plants and animals in the home. 
The greatest damage in dollars is caused by clothes moths. 
They are found in every part of the country and cause trouble 
the year around in warm houses. Clothes moths are princi-
pally interested in garments and 
materials made of animal fiber: 
wool, fur , mohair, feathers and 
felt. They prefer dirty things 
to clean ones, but a hungry moth 
will eat perfectly clean materials. 
Successful moth prevention con-
sists of two parts: Have the 
clothes or garments to be stored 
thoroughly clean, and store them 
in air-tight spa_j::es with an adequate 
supply of para dichlorobenzene. 
If garments do not actually need washing or dry cleaning, 
they can be thoroughly brushed and hung in the sun and 
open air. Sweaters, scarves and mittens can be stored in 
paper bags with generous sprinkles of paradichlorobenzene. 
One family stores mittens and wool socks in glass fruit jars, 
with the paradichlorobenzene crystals. It looks very funny 
on the shelf, but it works beautifully, and you know right 
where everything is. 
Bedbugs and fleas are likely to get a foothold in a house before 
you realize there is any problem. So, at the first sign of either 
of these, take steps to get rid of them. Bedbugs hide out of 
sight in the cracks and crevices under beds and around base-
boards. A thorough spraying with a good insecticide, re-
peated at very frequent intervals, lots of sunlight and fresh 
air, is usually enough to discourage these pests unless they 
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have established a real stronghold. In that case, a profes-
sional exterminator's services may be necessary . 
Your cat or dog may be the source of the fleas. Good pre-
ventive measures are frequent washing of his bed, and frequent 
examination of his own furry self to be sure he isn't playing 
host to insect visitors. Medicated soap, or a bath in water 
to which a pine-oil type disinfectant has been added, will 
usually get the fleas off the puppy. Kittens hate baths, but a 
bath is preferable to a flea powder which might make kitty 
ill. The S.P.C.A. or your local veterinarian will be your best 
help here. 
VI. "LOOK PRETTY, PLEASE!" 
You dress to go on a hike, you dress to go to a party - you'll 
find it more fun if you dress to do housecleaning, too. No 
soiled party frocks, please. An easily-washed cotton dress, 
plus a big apron with handy pockets, is a good housecleaning 
outfit. Or, you may prefer shorts or your favorite dungarees 
with their big pockets to carry things you want to keep handy. 
If you are doing very dusty work, cover your hair with a 
bandana or scarf. Rubber gloves are good and not to be 
scoffed at if you are doing work that may leave you with 
chapped hands. If your scalp is dry and you like to have 
oil treatments, anoint it, tie on a red bandana and then, 
when your work is through, take a leisurely bath and wash 
your hair. 
Part of the beauty of a flower is in the grace with which it 
holds itself. Your posture is always a tremendously impor-
tant part of your appearance and when you are working, it is 
an important part of your health as well. Learn to use large 
muscles instead of small ones, graceful movements instead of 
awkward ones, and smooth motions instead of jerky ones. 
Good posture helps prevent fatigue - and singing while you 
are at it will put rhythm in your work. 
A famous photographer gave this advice to glamorous New 
York models: "Pull your head out of your neck. Pull your 
neck out of your shoulders. Pull your shoulders out of your 
hips." 
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While you're cleaning house, don't overlook your combs and 
brushes. These should be washed each week, or whenever 
you shampoo your hair. Daily brushing with a good hair-
brush is ona of the surest ways to have healthy, glossy, man-
ageable hair. 
Careful, use of a manicure brush will assure you clean hands 
even after doing the dirtiest chores. Push back the cuticle 
and use a long, flexible nail file and an emery board to keep 
your nails smooth and lovely. 
Soap and water are the first essen-
tials of good looks and attractive-
ness. There are substitutes for al-
most everything, but not for clean-
liness. 
VII. "YOUR PICTURE FRAME" 
One of the joys and privileges of 
having a home is being able to share 
it with your friends. You like to 
have them drop in and you love to 
plan parties with everything ar-
ranged beforehand. Everybody en-
joys it more if the house takes part 
in the fun by being clean, orderly 
and attractive. 
Elaborate furnishings and expensive 
furniture do not assure you a happy, 
well-run home or even an attractive 
one. Simple things, enjoyed and kept clean by use, give an 
atmosphere you can be proud of and your friends will love to 
visit. Flowers and accessories need not be complicated or 
costly to be charming. Simple plants, garden flowers, ever-
green boughs, even a heap of pine cones or a piece of drift-
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wood can make an attractive center of interest in a room. 
Give it the spark of your imagination and you will find home-
making a source of fun , pleasant excitement, and deep satis-
faction. 
As much as we enjoy being hospitable, there are times when 
we want to step out of our frames. There are church and 
community activities to take part in, outside work to do, 
volunteer services to be performed, sports and entertainments 
to be enjoyed, and other people's homes to visit. A well-
organized home makes time available to enjoy these things. 
If every member of the family helps to keep the home a 
pleasant place, there is more time for everybody to enjoy. 
Just as the right frame enhances and makes more attractive 
a beautiful picture, so a clean, tidy and attractive home 
enhances you and your whole family . Enjoy your home -
take care of it - and step out with confidence to meet 
the world! 
27 

11 
.. 
ILLUSTRATION #1 
C, PAST PUBLIC RELATIONS POLICIES 
Public relations, per se, was not centralized at 
Stanley until recent years, however interest in the wel-
fare of the employee, the customer, the community, and 
the stockholder has always been an integral part of ll'.!I'., 
B.everidge 1s philosophy. Evidence concerning employee's 
vtelfare lies in the fact th.a t the plant personnel have 
apparently been satisfied with their status in the com-
pany, The tum-over rate of employees is very low (as is 
the absenteeism rate), and there is a long waiting list 
for employment with the company. (There has never been 
any union affiliation at Stanley.) The company services 
the customer with quality products, the community with 
Stanley Park, and the stockholders with a readable Annual 
Report. 
vfuen public relations did become centralized in the 
early 1950's, it came in the form of a one-man committee 
composed of Mr. E. J. Samuel. His main activities were 
concerned with Stanley meetings and dealers rather than 
publicity and other public relations activities. In 1950, 
the Verne Burnett Associates (New York) had been engaged 
as a counselling agency for Stanley's public relations 
program to vTOrk ''lith Mr. Samuel. Within a few years how-
ever, due to a change in the policies of the sales depart-
ment (activities were not really centralized),the agency's 
services were discontinued. Mr. Samuel continued in his 
role until January, 1957, when he retired. 
In February, 1957, a public relations committee 
12 
was established, composed of four company directors. A 
new counselling agency, Ruder & Finn (Nel'l York), was em-
ployed, and both are still working together as of this date 
('see Present Public Rela tiona Policies ) • 
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Ill HISTORY OF THE FULLER BRUSH COMPANY :nNCl •. 
The Fuller Brush Company Inc~ (hereinafter to be 
referred to as Fuller) was founded on April 10, 1906, 
in Somerville, M3.ssachusetts, by Mr. Alfred c .• Fuller. 
Herein lies two of the many points in common between the 
two companies: they were both founded in Massachusetts 
by men (natives of Nova Scotia) who came to this country 
at an early age. 
With a working capital of $375, Alfred c. Fuller 
started this business in the basement of his sister ' 's 
home in Somerville. He paid $15 for a machine to make 
twisted wire brushes, and $50 for horsehair, bristles, 
wire, and enamel handles. Then he started to make brushes. 
With a sample case full of all kinds of brushes, he began 
to ring doorbells in the neighborhood. The first day,he 
grossed $6. By selling mornings and early after.noons,and 
making brushes late afternoons and evenings, he increased 
his sales to $50 a week. Within three months, he moved to 
Hartford, Connecticut, '\'lhere he rented space in a shed for . 
$11 a month, and hired a shop assistant. Sales in the first 
year totaled $8500 less than today's army of Fuller 
Brush men sell in twenty minutes.8 
In 1908, he enlarged his sales efforts to cover New 
York and Pennsylvania. Although demands for his products 
increased, he was unable to interest more than ten people 
to work for him at one time. (He kept detailed records 
"Stamps: ten cents".) Then a four-line "help wanted" 
8Reader's Digest, January 1955 
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advertisement, first in the Syracuse Post-Standard, and 
later in Everybody's Magazine, changed everything. In-
quiries from all over the coQ~try poured into the Hart-
ford shop, and within three months, Mr. Fuller had one 
hundred agents •. 
By 1910, larger quarters were needed, and within 
six years, two mo~a moves were made in order to meet in-
creasing manufacturing demands. 
In 1913, the company was incorporated with only 
fifteen employees. The first branch office was soon 
established in Boston, with many more to follow. 
War production greatly affected Fuller in the 
early 1940 18. Tha manufacturing of household items was 
replaced by production of gun brushes, plastic parts, 
and other vi tal war materials-. 9 
When these materials were no longer necessary, 
Fuller returned to production of their household line. 
Many changes arose following the war years including the 
acquisition of the Mohawk Brush Company in Albany, New 
York, to make tufted brushes. A- new cosmetic line also 
appeared in 1948. 
Today, to meet the needs of this growing company, 
there are twenty-two distributing stations and sub -
stations throughout the United States and foreign lands 
to service the nearly seven thousand Fuller Brush dealers. 
FUller products are sold in Great Britain, New Zealand, 
South Africa, Australia, Cuba,_ South America, Canada 
9nuring World War II, Fuller produced 40 million brushes 
for cleaning guns. 
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(there are seventeen branches in Canada with the subsid-
iary headquarters at Hamilton, Ontario), and many other 
countries. There is. one Fuller Brush man in Alaska who 
travels by dog-sled.lO 
The Fuller method of sales will be discussed in a 
later chapter. 
10Pageant Magazine, February 1956 
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A. Ii10UNDER 
Alfred C~. PUller was born in Grand Pre, Nova Scotia,, 
in 1885. Like :Mr. Beveridge, he came from northern farm 
life at the age of' eighteen to the United States where 
some of his older brothers and sisters had preceded him.ll. 
He started selling first with the Somerville Brush 
and !l(anufacturing C.'ompany, founded by one of his brothers. 
However, after one year, he decided to go into business 
for himself. This he did, and today, he is Chairman of' 
the Board of that company which is doing more than $85-
million worth of retail business annually. 
The philosophy which Mr. Fuller has used in guiding 
individuals in his company t .o higher goals of achievement 
has greatly affected his incomparable success. 
A business has to have character, and that character 
is a. matter of the degree of service you carry out. 
If you get right down to it, it 1 s a question of the 
customers and the customers-have to be satis-
fied. 
Two basic principles have guided Mr. Fuller in his direc-
tion and leadership of this company: (1) make the employees 
feel important and that their welfare is a major concern 
of the company, and (2) delegate authority and responsi-
bility in order that the chief executive can devote him-
self to making policy. 
11\'lhy am I in this office", Mr. Fuller was once 
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asked ? "If I had to put my finger on it, I ' a say it was 
because I had an honest purpose in life. I had a genuine 
interest in seeing that the other fellow had an opportunity. 11 
11He was the eleventh of twelve children. 
Thus the company motto: \tfi th equal opportunity to all 
and due consideration for each person involved in every 
transaction, a business must succeed. 
EVen with Mr. Fuller's altruistic and philosophical 
approach, he is still a keen businessman. His favorite 
topic for discussion is the company. '' :r:· started this bus-
iness when I was about twenty years old, and it's been my 
major interest all along." 
l'f.II' •. Fuller,. like Mr. Beveridge, did not have much 
formal education, but has been recognized by many colleges 
and universities as a pioneer in the direct-selling field. 
Although he is on the Board of Trustees of Connecticut 
State University, he has not accepted many similar posi-
tions because he wanted to spend more time within his 
company. 
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He has a right to be proud of the progress his com-
pany has made. He feels, and rightly so,. that the company 
has done a great deal to show men how to sell, and further-
more, has made "the once quite disreputable job of house-
to-house selling highly respectable 11 • 12 
12Pageant Magazine, February 1956 
B., PRES IDEN']_' 
A. Howard Fuller was born in Hartford, c·onnecticut, 
in 1913. He attended the following schools: Kingswood 
Schoql, Harvard University, and Duke University. He be-
gan with the company as a dealer in N_ew Rochelle, New 
York. Before becoming President in 1943-, he prepared for 
his new responsibilities by working his way up through 
key units in the organization. He served as a salesman, 
an administrator in the accounting, cost, and distribu-
tion departments, as -production manager, and then as 
vice-president of production .. 
He had the honor of presenting the only fifty year 
pin to his father on the celebration of the company's 
Golden Anniversary (when Stanley was celebrating its 
Silver Anniversary). He has continued many of the policies 
initiated by his father, but his understanding of the com-
pany-!'s operations has enabled him to make necessary change a 
to meet new requirements. The presen-t customer catalogue 
which the Fuller dealer takes into the home was his idea. 
The company has continually prospered,_ first under 
Alfred C. Fuller, and for the past fifteen years:, under 
A. Howard Fuller~ his son .. 
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a;.. PAST · PUBLIC. RElATIONS_ POLICIES 
]h contrast to Stanley, Fuller has had its own 
Public Relations De.partment. Prior to the time the. de-
partment was formed (1952), public relations activities 
were part of the advertising and sales departments.This 
service department, located in the home office , consists 
of four people. However, as Mr. B. F. Higgins from that 
department points out, 11All members of the organization, 
both home office and field, are part of public relations 11 ~ 13 
Activities with which this department has been con-
cerned include the following: 
(:1) Plant tours for the general public , organi-
zations, and Fuller sales groups 
(2) All national requests for prizes and gifts 
(3) Customer service including order errors , de-
fective products , and customer suggestions 
(4) Contacts with newspapers , radio, and local 
television 
(5) Contacts with schools , clubs, and civic 
organizations 
(6) Contacts with local and state government 
and national representatives 
(7) All contacts 1·li th the general public 
(8) Preparation of form letters 
(9) Requests to become Fuller dealers 
l3Letter from Mr. B. F. Higgins, April 29 , 1958 
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In the past, the company has received favorable 
publicity from two different movies, one on The Fuller 
Brush ~an, and the other on the female Fuller Cosmetics 
Dealer. 
At the time of the company's Golden Anniversary, 
Mr. Alfred c. Fuller appeared on national television and 
radio programs. T'\'lO of the television programs were: 
11 I 1ve Got A Secret 11 , with Gary Moore and panel; and the 
"Today" program with Ds.ve Garroway. One of the radio pro-
grams he was on was the "Kathy Godfrey Show", on the CBS 
radio network. 
• 
• 
• 
IV/ PRESENT PUBL.IC RELATIONS ACTIVIT~S 
A.. OO}llJ!UNICAT_IONS_ 
1. STANLEY. 
A vast amount of printed material emanates from 
Stanley (vlestfield, Easthampton, and the loca tiona of· 
all other offices ) for the many groups of people \d th 
which the company is concerned. 
F~r the stockholders, there is the Annual Report. 
For the customers, there are the many public service 
booklets such as 11 Moth prevention" and 11 C.are for floors 11 • 
Also for the customers, there is a catalogue of products 
l1hich is revised periodically. (Few people. know that there 
are catalogues printed in French and Spanish as \'fell as 
in English.) 
For the plant and office employees, bulletin boards 
(centrally located) and regular meetings of the Stanley 
Associates are available as sources of information and 
communication. There ·ia, however, no internal house or-
gan for plant and office personnel. 
For the sales dealers in the field, there are many 
publications (see Publications). Other sources of commun-
ication include unit and branch sales meetings, as well as 
periodical rallies for dealers within their o~m area • 
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2. FULLER 
Fuller, likewise, has an extensive communications 
network from the home office through its- managers_ and 
dealers - t:o their customers. The stoc1diolders receive 
a n Armual Report. All employees and dealers reeei ve the~ 
internal house organ, The Brush Of~: . Plant employees. 
are als·a: kept informed by the company bulletin boards 
(and the meetings of the local union,. Brush lilnion 
i8919 AFL-CIO) . Written c-ommunications to the dealers 
are discussed in more detail later (see Pub:lica tiona·. ) •. 
Fuller also ha.s unit and branch sales meetings for the. 
dealers. 
Customers receive a catalogue from their sales 
dealer when the-ir territory is c:overed (usually about 
six- times per year). These catalogues are revised ap-
proximately three or four timeaannually. 
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B . . OPEN HOUSE PROGRAM AND THE PLANT 
1. STANLEY 
Visitors are always welcome either at the home 
offices in Westfield, or at the pl ant in Easthampton. 
Guests are given a tour of all the facil i ties by full-
time Stanley employees , trained for this purpose . 
On September 17, 1956 ,. Stanley had an open house 
program at which time more than two thousand friends , 
relatives, and acquaintances had an opportunity to see 
and learn more about the company . This event was a part 
of Stanley ' s Silver Anni versary . As Mr . Frank Stanley 
Beveridge said in his words of welcome: 
Stanley 1 s tvTenty-fifth anniversary is an especially 
appropriate time to express the Company 1's appreci-
ation for the ~-wnderful work of the Associates , 
which has played an i mportant part through the 
years; for the friendly attitude the people of 
Easthampton have shown since ife moved manufactur-
ing facilities here. vie commend the excellent ser-
vice and co-operation we have received from all 
suppl iers and service companies, first in New Eng-
land and the Northeast , and now in every part of 
the country . vle vlish to express our th.B.nks to the 
Stanley dealers and managers everywhere , and to 
the families ·of all Associates , whose friendly in-
terest in Stanl ey products and projects is a source 
of deep gratification. l.lJ-
The Stanley facilities are conti nually open to the public, 
however , this lias the only formal open house program that 
the company ever sponsored . 
The nei'T Easthampton plant exemplifies the progress 
made by this company since 1931 . With i ts elaborate con-
veyor system, it has 7500 feet of belts to carry pr oducts 
14The Silver Jubilee brochure of Stanley Home Products Inc . 
---September, 1956 p . 1 
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from one point to another. The area requires fifteen miles 
of florescent lighting. Two football fields could be placed 
on each of the five stories . A visitor walks approximately 
tvw miles 111hile maldng a tour of the Stanley plant (see 
the Open House brochure on the next page). 
Visitors to the Stanley plant frequently comment on 
the friendly attitude of the Associates there, and the clean 
vrell- kept appearance of the machinery and buildings. These 
are surface indications of the vmrking conditions and em-
ployee relationships 11hich have brought much praise to the 
company. 
The Stanley employees have organized into a group 
called the Stanley Associates ( previously mentioned ). 
Approximately seven hundred of these Associates work in 
Easthampton. These Associates worked more than one million, 
four hundred thousand hours during 1955. Through "Under-
standing Luncheons" and the Stanley Council, the Associa tes 
are given a voice in the fundamental 1.·rorking conditions. 
The company sponsors a full and varied program of athletics 
for all of the employees. Associates themselves, t~~ough 
the Stanley Co-operative Association, sponsor one social 
event each month. So numerous are the athletic trophies 
won by the Associates ( in commQ~ity athletic competition) 
that a special display case has been built in the cafeteria 
on the third floor. 
Although there are no scheduled annual open house 
programs at Stanley, bet""Vreen three and five thousand 
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EASTHAMPTON PLANT 
STANLEY HOME PRODUCTS, INC. 
OPEN HOUSE 
SEPT. 17, 1956 
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ILLUSTRATION #2 
people f'ram l$ll 
parts: of' the 
e·ountry make, 
the plant tour-
each year. 'L'hesa 
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v15.1tors include: 
customers~ hoa·_-
te-a a·e s", and many 
f'riends~ as . wel1 
as Stanley sales· 
dealers .. The:- la t-
ter group- have 
tlieir opportun-
ity to visit, the. 
plant along with 
other dealera ~ 
their area at the 
annua1 dealer pil-
grimages (to be 
discussed in mora 
detail later)·. 
\ 
.ANT PRODUCTS a 
VVhere VVe VVork 
:tanley Home Products Easthampton 
s 5 stories, is 75 feet high, 640 feet long 
'eet wide. Each floor would accomodate 
Jall fields. This building houses pro-
'acilities, chemical and engineering labs, 
d raw materials storage. 
~w building has 2 stories, is 32 feet high, 
long and 144 feet wide. It has exactly 
square feet of storage space. This 
houses the Easthampton Distributing 
;hipping facilities for trucks and railroad, 
hed products storage. 
tal Easthampton facilities have 648,373 
:et of floor space, and occupy approxi-
1Yz acres. 
ant alone requires 15 miles of fluorescent 
ave our own emergency fire-fighting 
nade up of 15 volunteers trained by 
pton Fire Chief Robert Ulm. In addi-
lr own fire equipment and extinguishers, 
·inkier valves add automatic fire pro-
than 7500 feet of conveyors take goods 
: point to another within the plant and 
;es. 
5-story Plant there are 50,000 panes of 
:h 14 inches by 20 inches, or a total of 
)0 square inches of glass. It would take 
1 year just to wash the outside of these 
! 
[aster Clock near the employment office 
nd floor synchronizes all clocks in the 
ain shed attached to the new building al -
railroad cars to be loaded at one time, 
-otected from all kinds of weather . 
Products by the Million 
A year's supply of chemicals requires 14,000,-
000 bottles, 15,000,000 cans and over 3,000,000 
cartons. 
A year's supply of mops requires 11,000 miles 
of yarn, 18,000 miles of wire and 286,155 miles of 
cartons. 
Approximately 36,000,000 individual items 
were manufactured by the Chemical Department 
during 1955. 
Approximately 16,000,000 individual items 
were manufactured by the Mop and Brush De-
partments last year. 
An average of 100,000 mop and brush items 
are processed by the Inspection Department 
each day. 
The motto of the Inspection Department is: 
" We won't pass anything we wouldn't buy 
ourselves". 
Each year 7,500,000 moth cakes and de-
odorizer blocks are produced by a press which 
exerts 130,000 lbs. pressure. 
In one day, the Metal Parts Department pro-
duces enough metal handles to reach from 
Easthampton to Springfield. A year's produc-
tion would reach from Easthampton to Los 
Angeles, and then back to Denver, Colorado. 
Handles are spray-painted with metallic paint 
in an electrically charged field which requires 
100,000 volts, and are then baked dry by 772 
infra-red lights! 
Connectors are joined to the metal handles 
under a pressure of 2,000 lbs. by an exclusive 
process patented by Stanley. 
In making this tour of Stanley you will walk 
nearly two miles. 
d PEOPLE 
Stanley Associates Keep Things Rolling 
Approximately 700 Associates work for Stan-
ley in Easthampton. 
Associates in Easthampton worked more than 
1,400,000 hours during 1955! 
So numerous are the athletic trophies won by 
Stanley Associates that a special display case has 
been built in the Cafeteria on the third floor. 
The work of more than 1000 people is required 
to place one Stanley product in the customer's 
hand. 
The Cafeteria serves more than 100,000 meals 
to Associates and visitors each year. 
The Easthampton Distributing Station can 
handle orders from 400 Dealers in one day. 
Each order may contain 200 to 2,000 or more 
individual items. 
More than 2,000 freight cars and 3,000 trailers 
are loaded or unloaded each year at Stanley. 
Colors used in each Department are soft, 
attractive pastel shades. Bright colors are used 
to identify special equipment, such as orange for 
electrical outlets and red for fire protection. 
Each year 3000 to 5000 people from all parts 
of the country make this tour. We hope you 
have enjoyed your visit to the Easthampton 
Plant, and found it interesting and informative. 
Stanley Home Products, Inc. 
Pleasant Street 
Easthampton, Mass. 
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2'• ' FULLER 
Similar to Stanley, there is no scheduled open 
house program each year. However, the company does conduc-t 
groups through the plant at. different times throughout the:. 
year·,. including the general puhlic during any normal work-
ing period. These tours are conducted by plant guides 
(Fuller employees) who fcitllm-r. a general schedule_ which 
outlines the important aspects o:r each department:. S:oma 
of these departments inelude :: c·otton,. plastic,: brush,. 
b:ro:om and press,. and material preparation. Other part.s.: 
of the Fuller plant which visitors tour are shipping and 
receiving, warehouse ('two·.): apace,. general offices, eai'e:-
teria and hospital, and club house. These extensive fac-
ilities in Hartford have been the home o'f The Fuller 
Brush C.ompany Ina .. for many years., 
Visitors are always welcome in the Hartford plant. 
but these particular facilities '\'Till be open for only 
a short time more.. FUller is antic:ipa ting moving into 
a new plant probably in 1959 (the company baa purchased 
s:ixty aeres of land in East Hartford, Connecticut)·. 
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c;.. DEALER YISITS~ TO THE HOME OFFICE 
1·. : STANLEY PILGRIMAGES 
\'l.hat is a Stanley pilgrimage ?: It. is a group of 
dealers making a two or three day trip to Easthampton 
and Westfield (plant and home office) in order to learn 
more about their company and have a good time·. It began 
vti th a small group of people; they liked it and profited 
from the visit. Consequently, the trips were made by larger 
groups.: The first organized pilgrimage season began about 
1943, although individual groups had made earlier trips. 
In 1957, there were six pilgrimage groups and approxi-
mately seventeen hundred pe.ople in attendance. In one 
summer, there has been as many as ten different groups 
totaling three thousand dealers. 
28 
Pilgrimages are always held during the summer months, 
and a group, depending on its home location, normally makes 
the trip once a year. The groups from the far western part 
of the country make the pilgrimage less often. \'lhat is the 
program during this three-day pilgrimage ? Here is a typical 
schedule of events. 
Upon arrival, dealers check into a hotel (oftentimes 
in Springfield), and then proceed to Westfield's Stanley 
Park for dinner and a musical concert in the evening. The 
next day after breakfast, the group makes about a ten-mile 
trip by bus to Easthampton to visit the plant. Small groups 
(usually about twenty people) are taken by well-trained 
guides through the many departments. The visit includes 
lunch in the modern cafeteria and a meeting with company 
executives including President 0 1Brien. Then the group 
tours the Easthampton Distributing Station (there is also 
one i n Westfield) where they have an opportunity to see 
hmv and where their individual dealer orders are packaged. 
Every dealer appre.ciates the work done by this station be-
cause it is the source of his or her orders for all of 
their customers. 
FollovTing the tour of the Easthampton facilities, the 
group returns to Westfield and Stanley Park. Dinner is 
served i n the closed pavilion of Stanley Park ; and here , 
dealers have an opportunity to talk 1-.ri th people from the 
home office and plant. 
The next day might be called "Sales Department D:3.y 11 • 
Meetings are held in the Park before and after lUlLCh. 
Acl<..norrledgment is given to those dealers who have done 
outstanding worlc in their• area . In the evening follmrfing 
dinner, a social program with dancing (oftentimes) is held 
in the pavilion . 
The final day's activities , conducted in the Park 
by home office personnel, are usually highlight ed by a 
talk from I~ss O'Brien . V.fuen a dealer leaves for home , 
he has a better understanding of the company for which 
he vmrks . He should have been i nspired ••• possibly to 
achieve higher sales goals . These are two (lmorJledge and 
inspiration) of the aims of these annual pilgrimages . 
Follm1ing his/her trip, the dealer 1-Till receive , 
from the company , a 11 '\vri te -up" of the highlights of the 
pilgrimage, including some of the points the dealer might 
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have missed. ( This write-up from the company,to all the 
dealers in a particular group, was first called the "Stanley 
Pilgrim", then the "Stanley Pilgrimage Reporter"; it has 
been discontinued in the past six years.) 
The annual pilgrimage is a worthwhile opportunity 
for every dealer to take a pleasant and informative trip. 
A better understanding of his company enables the dealer 
to serve his customers in a more efficient '\ray •. 
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2. TRIPS: FOR FULLER DEALERS 
Groups of dealers from the different branches through-
out the country have the opportunity to visit the home office 
and plant during the year• · There is no schedule for these 
visitations, but it is co-ordinated by the branch manager 
and the Public Relations Department in the home office. 
When the dealers take a trip to Hartford, they ordi-
narily spend one day, in contrast to the tw.o or three-days 
for the Stanley pilgrimage. Their day in Hartford includes 
the following events: a plant tour of the extensive Fuller 
facilities, a group photograph with company executives, 
lunch in the modern cafeteria, and a sales meeting vri th 
members of top management. The dealers, as vtell as all 
other groups who tour the Fuller plant, are presented 
with an appropriate gift as a memento of their visit. 
As in the case of Stanley, the groups of dealers 
from the western part of the country make the trip less 
frequently than those from the east coast. On those oc-
casions when they do come, they spend more than just one 
day in Hartford. This one-day trip for eastern dealers 
(and their families) apparently has some advantages over 
the longer Stanley pilgrimages; however, more activities 
may be planned when the dealers are there for a longer 
period of time. 
D. COMPANY FACILITIES 
1. STANLEY PARK 
Stanley Park is the creation of ¥~. Frank Stanley 
Beveridge. Even as a boy in Nova Scotia,he showed a love 
of nature with his own flowel"' garden and 11 hotbed11 .He was 
anxious for all people to share the beauties of na ture . 
Stanley donated Stanley Park to a charitable organi-
zation in 1949, and the Park is now the property of the-
Stanley Park of Westfield, Inc. In all its radiance, it 
is for the enjoyment of all. 
This thirty-seven acre Park is one of the beauty 
spots of Ne\v Englando It has been made that "!tray through 
the generous donations of its many admirers.l5 Open 
yearly, it serves not only the community of Westfield 
and v-restern ~-1assachusetts, but also visitors from all 
over the w·orld. 
When several small groups started to visit the Park 
about nine years a go, it was just a natural growth of 
underbrush and trees \'lith little cultivation. A tent, 
erected at one end of the grove , lmd no water, lights 
·or cooking facilities. (When someone \"Iran ted to serve a 
meal there, food had to be brought in, and the girls from 
the Stanley offices waited on table.) Gradual improvements 
affected the building of the pavilion with a kitchen, 
rest rooms, and a dispensary. Meetings could be held in-
side in case of inclement weather. 
15A Stanley publication, Your Memory Book, contains a 
l9ng list of donors, from this cotmtry and foreign landso 
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One of the most beautiful features of the Park, the 
Carillon Tower , was dedicated in June, 1950. A group of 
ten thousand people saw Ambassador \varren R. Au stin dedi-
cate the to"irer 11 in the interest of peace and understanding 
of the people of the \'mrld 11 • The tower, built mostly of 
Indian limestone , is one hundred feet high topped by a 
gold-plated dome. It bas twenty-five English Carillonic 
bells , and sixty- one Flemish Carillonic bells in the cupola 
of the to1r-rer. There is also a vlurli tzer organ on the ground 
floor. The bells may be heard at regular intervals during 
the summer months in all the surrounding countryside. 
Another feature of the Park is the Totem Pole • a 
tradition of Indian Lore depicting the Great Thunderbird. 
This Capj.lano totem pole was made by Chief l'4athias Joe 
Capilano from the Squamish tribe of British Columbia . It 
is a reproduction of the original pole carved by his 
father , Chie.f Capilano , 11 Chief of all Indian Chiefs u . 
It was given to the Park by the Stanley Associates of 
Western Canada. 
The Rose Garden, the Enchanted Oak, and the beautiful 
1-.ralks are still other features of the Park. \'lith continu-
ing donations and constant care, Stanley Park becomes more 
attractive each year, and serves more people than beyond 
the fondest hopes of Mr . Frank Stanley Beveridge , the 
founder . 
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2. FULLER PARK 
Fuller Park differs from Stanley Park in. many ways. 
There are four main differences. Fuller Park is;: 
·a. owned by the company itself; 
b •. primarily for the use of employees and their 
guests; 
C' • thirteen acres - in size; 
d. constructed mainly for athle~tic: recreation. 
These athletic facilities include private golf, 
tennis, softball, and club house. areas. There are also 
picnic tables s·cattered throughout the Park. 
The anticipated relocation from Hartford to East. 
Hartford will leave Fuller Park behind. As Nr. Higgins 
s.ta ted, 11As of now (M3.y 20,. 1958), plans have not been 
formulated for a similar a~ctivity in our ne'\t location., 
It is impossible to compare Stanley and Fuller 
Parks. The former is an area erected for one purpose, 
the latter for another. Both are ably serving their pur-
pose, one for inspiration and relaxation, the other for 
athletic recreation., 
3.4 
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E .. ' PUBLICATIONS . 
Jl .. i STANLEY 
Publications from the company to the individual dealers 
are very important especially in this type of direct sales. 
Through these publications:,. the dealers are continually in-
formed of' all policies and changes, sales ma,terial, and any 
other information which aids them in better service to the 
public •. This objective,. keeping the dealer informed to· help 
him serve the public better, is the purpose of all of the 
five publications herein discussed. (A copy of each of the 
publications listed below appears in the Appendix.) 
a. ~ Ray is . typical of a bulletin published in 
the many Stanley branches throughout the country. This i~ 
a publication from the ''lestside Branch in Newton, M=l.ssachu.._ 
setts, in the B:oston area of the Eastern region~6A weekly 
publication, it usually contains: (1) announcements of any 
nei'l dealers; ( 2 ) helpful information to aid dealers in 
sales; (3) announcements of new products and/or premiums; 
(4) contest information; (:5) dealer and unit standings; and 
(6) news on the next meeting. 
h.· Another publication is the Westfield Distributor 
which comes to the dealer from his Distributing Station. 
It is usually a weekly edition, however special issues ara 
printed at different times •. ~7 Ordinarily, it contains the 
following: (1) information on new products and premiums; 
(2) price changes; (3) discontinued products and premiums; 
16Newton is one of twelve branches i'lithin Boston area; 
B:oston, one of four areas~ i'lithin Eastern region;Eastern, 
one of seven regions throughout the country. 
l7~ulletins #586 and #587 were both printed February 20, 
(4) 11 sp·ecials 11 for a particular sales period; and ('5) an-
nouncements about the monthly Stanley Standard. 
c. The Stanley Standard, edited by ¥~. Graydon 
DeLand in the Westfield home office, is published about 
nine times per year (although there is no definite schedule 
for publication)~.· Its contents usually include: (1) a . mes--
sage from President O'Brien; (2) news from sales executives; 
-(·3 ) notes from the Director of Education; ( 4) reports on 
sales meetings throughout the country; (5) announcements 
of awards to dealers and managers; (6) 11 \'lho 18 Who 11 among 
Stanley dealers; (1!) information about some of the Hostess 
premiums; (t1;) the Editor*'s colunm; and (9) Customer Service. 
d. The Cbllegian is the monthly bulletin of the 0.bl-
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lege Di vis-ion,.vrhich is sent to all students registered with 
that division in vlestfield. (There are ma.._ny college dealers 
throughout the country •. ) The C.ollegian c·ontains i terns of 
interest to the college dealers, the standings of these 
dealers on the basis of sales, and other information about 
special 11 Coi lege Contests•" and prizes. 
e. School House Notes is another publication from 
the company to the dealer. Published approximately every 
two months, it is a product of the office of the Director 
of Education, Iv!r. · Elmer Nyberg·• Usually included in these 
issues are V'J!'. Nyberg 1s experiences with Stanley people 
since the last publication (including his visits to dif-
ferent areas in the cow1try), meaningful quotations and 
inspirational ideas on positive thinking, and general in-
formation f or all dealers. 
-----
1958; #589 bulletin was issued on V.arch 14, 1958. 
f. Another publicat.ion by the company in 1952, for 
the Girl Scouts of' America, vras A Guide to Homemaking_ Csee 
Illustration #I on page 11) .. 
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2.. FULLER 
Publications · from Fuller,.likewise .play an important 
part in the relationship between dealer and company. There 
are two main publications for the dealert· one from the home 
office in Hartford, and the other from his own branch .. 
The_Brushl .Q.U.1 a publicati_on for all employees and 
dealers, is usually issued avery eight to tl'l'elve w·eeks. 
It ordinarily contains a message from President FUller 
and other company officers, plus sales information and 
goals for a particular sales period (there are twelve sales 
periods throughout the year). Further, each issue gives. 
recognition to· dealers, field managers, and branch managers 
who have done outstanding work in the most recent sales 
period. In 1956, a special Golden Anniversary issue of 
~he _Brush_ Off (see Appendix) \'las published, describing some 
of the celebration events. It included a message delivered 
in the halls of Congress by Congressman Antoni N. Sadlack 
of Connecticut, noting Fuller's Golden Anniversary. 
The other company publication which is sent to the 
dealers originates from within the dealer's own branch. 
This branch bulletin, ordinarily a weekly publication, 
usually includes the weekly sales results for each dealer 
in the branch, sales material such as price changes and 
selling points, and general information about individual 
dealers within the branch such as anniversaries and births. 
This publication is the heart of the communication network 
betl'leen company and dealer, and, like the Stanley branch 
bulletins, keeps the dealers informed on the local level 
of operations. 
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F'., TRAINING FOR THE DEALERS: 
1. STANLEY 
The relationship between the dealer and his customers, 
as previously mentioned, is very important in direct sales. 
Likewise, the training of the individual dealer, before and 
while he is servicing his customers, is of great importance. 
However,before discussing dealer training, let us consider 
the method of sales, dealer recruiting, and the opportunity 
with Stanley •. 
A brief explanation of the Sta?ley "Hostess Party 
Plan 11 , originated in 1939, might be helpful at this time. 
A dealer asks a housewife to invite a few (three or more) 
friends into her (the housewife 1 s) home in order that. the 
dealer may give a demonstration of some Stanley products.l8 
Everyone attending the party is given a small gift just for 
coming. For inviting her friends, the hostess may select 
one of the many valuable Stanley premiums. The number of 
premiums she may select depends on the total sales at her 
party; however there is oftentimes a previously guaranteed 
premium for the hostess for holding her party. On the aver-
age, a hostess receives ten to twenty dollars worth of pre-
miums for her party. If this number is multiplied by the 
number of parties conducted daily throughout the country 
(12,000), the total value in premiums that Stanley gives 
away in one day is one hundred and twenty thousand dollars. 
18stanley products may only be purchased at these parties 
or through dealers conducting these demonstrations.The 
original method of sales, door-to-door, was replaced 
by this new plan. 
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As the Stanley Promotion Sales 1ttnager once said,, "This is 
the world 1s biggest gi ve- a'tray program, and the hostess does 
not have to be a quiz kid to win". 
During the party, the dealer makes a short ( thirty 
minutes) demonstration. The remainder of the time ( thirty 
to sixty minutes) is used for the following: . (a) possibly 
some pa rlor game - in order that the guests get to know each 
other better, if they have never met before (hostesses usu-
ally invite friends, neighbors, and relatives); (b) the 
showing. of some Stanley premiums which all hostesses have 
an opportunity to select; (c.) the dealer 1 's offer for any 
of the guests at this party to have their own demonstration; 
(d) the dealer ' s offer for any of the guests or friends to 
become Stanley dealers themselves; (e) the ordering of any 
Stanley merchandise they might like; and (f) sociability, 
with light refreshments served by the hostess. An article 
in a recent Reader ' s Digest describes one type of the Stan-
. -· . 
ley morning party. "Ten women, dressed as though they had 
just stopped working for a moment to drop in for a cup of 
coffee ·with the next door neighbor, are sea ted in the living 
room. TvlO little toodlers amuse themselves on the floor. The 
women apparently all knovr one another, for they call each 
other by first names. 11 19 
In the recruiting of dealers, one very important point 
is lis ted above : ( d ·). At the party, the dealer explains the 
opportunity Stanley presents to everyone ••• how easy i t is 
to become a dealer (see next page for one of the Stanley 
recruiting brochures). 
19Reader 1 s Digest, April, 1958 p. 160 
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HOW TO 
MAKE 
MONEY THE 
STANLEY WAY 
ILLUSTRAT.ION 
20Ibid. ' . p • . 160 
JJ.-;r: 
71" ..;. 
41. 
The explanation or 
the Stanley opportun-
ity at parties has been 
most profitable for the 
company. "In fact, or 
- . 
Stanley's present 
dealer force, part-
time and full-time, 
80 $ "or the \iomen 
dealers are former 
hostesses or cus-
tomers.20 
Other means of 
recruiting are through 
newspaper advertise-
ments, empioyment 
agencies, friends 
and relatives of 
dealers, but all of 
these sources com-
bined are small com-
pared to the number 
of people dealers 
bring into Stanley 
through parties. 
HOW TO 
MAKE 
MONEY THE 
STANLEY WAY 
READ HERE HOW 
STANLEY OFFERS YOU 
A RICHER, HAPPIER LIFE 
Investigate this pleasant and 
practical way to make money 
in your own neighborhood 
Are you a wife with a few free hours daily to invest 
in making money for a new fur coat, a new car, 
a new home, to add a goodly number of extra 
dollars regularly to family income? Are you a 
young, unmarried woman ambitious to make 
your mark in a highly successful business career? 
Are you a mature woman with a need to earn a 
substantial income for your own or your family's 
support? 
Are you a husband weary of working year after 
year with but a paltry raise, or none at all? Are 
you trapped with rising living costs with no hope 
for more money in your pay envelope? Are you 
tired of the tyranny of the office or factory time 
clock? Have you dreamed of someday being your 
own boss without ever mustering up courage to 
do anything about it? In short, are you stalled in 
a dead-end job, a job that's getting you nowhere 
as your birthdays race past? 
If any of the above descriptions fit you, whether 
you are man or woman, read carefully what fol-
lows. This message can lead to a happy turning 
point in your destiny. It can point the way to 
financial independence, more of the good things 
of life for yourself and loved ones. It can assure 
you of financial security in old age. It can do all 
this as simply as putting you into your own per-
manent and profitable business . . . either part 
time or full time ... right in your own neighbor-
hood as an independent STANLEY Dealer. 
VVhatan independent 
Stanley Dealer is and how 
you, too, may become one 
A STANLEY Dealer is an independent and re-
spected merchant in his, or her, own community. 
This Dealer supplies housewives with STANLEY's 
widely-popular Quality-Plus Housekeeping and 
Personal Grooming Products through the famous 
STANLEY Hostess Parties. 
This famous STANLEY Hostess Party Plan is 
the key that opens your door as a STANLEY 
Dealer to rich and expanding success. Orig-
inated by STANLEY only two short decades 
ago, it has revolutionized the shopping habits 
of America. It is today by far the most widely 
patronized and popular method of in-the-home 
shopping. 
Women like the fun of shopping with friends 
and neighbors at STANLEY Hostess Parties. 
They like the informality, the convenience, the 
freedom from midtown traffic problems. They 
like the more than 250 Nationally Advertised 
STANLEY Quality-Plus Products which STANLEY 
Dealers feature at these Parties and so shop for 
these Products at these Parties again and again 
ana again. They like to see many of these 
Products demonstrated under actual use con-
ditions. They like the thrifty prices and fair 
policies. And they like and respect the friendly 
STANLEY Dealers who conduct these Parties 
and are glad to welcome these Dealers into 
their homes. This is why, in the U. S. alone, 
more than 12,000 STANLEY Hostess Parties 
are now conducted by STANLEY Dealers daily. 
To become a STANLEY Dealer and profit from 
the ever-growing popularity of STANLEY Parties, 
you need no previous selling experience, no pre-
vious business training of any kind. You need no 
capital. Age is no bar, some of the most successful 
STANLEY Dealers being well past middle life. 
Sole qualifications for a STANLEY Dealership are 
good health, good morals, ambition, a willing-
ness to work and a real liking for people. 
A friendly STANLEY Manager helps you get 
under way and you earn right from the start. As a 
STANLEY Dealer you have no boss, no alarm 
clock, to tantalize you. You set your own hours. 
What you make is determined by your own 
energy, ability and enthusiasm. STANLEY puts 
your feet on the highroad to prosperity, security 
and self-expression. How far you go along this 
road is strictly up to you. 
How much money 
can you reasonably expect 
to make as an 
independent Stanley Dealer? 
When you become a STANLEY Dealer you hitch 
your wagon to a star, an upward shooting star. 
STANLEY began business only 25 years ago. 
Sales the first year in the depth of the Depression 
totalled but $72,000. In 1956, the total retail 
value of products sold by the STANLEY Com-
panies hit the $104,000,000 mark. That figure 
represents growth with a capital "G". Today 
STANLEY is by far the largest company of its 
kind in the world. And the demand for 
STANLEY Products in practically every com-
munity continues to expand and expand ... a 
demand that can mean big money for you as a 
STANLEY Dealer if you act and act now. 
i:li.;LllUW. 
Here's how you can profit 
The STANLEY Dealer averages about $10.00 
profit each time he, or she, conducts a STANLEY 
Party. Thus, as a part-time Dealer if you 
conduct but one Party a day, five days a week, 
you pick up a welcome $50.00 approximately. 
On the other hand, fulltime, career Dealers 
average from 10 to 20 Parties weekly, making 
a sweet $100 to $200 a week. You can readily 
see what fat incomes are possible to husband-
and-wife teams who make selling STANLEY 
Products their joint careers. 
And this is only the beginning. Good 
STANLEY Dealers may become Unit Managers, 
good Unit Managers may progress to Branch 
Managers, good Branch Managers climb up to 
Area Sales Managers. The financial rewards 
in these top brackets are generous, indeed, 
many running high into five figures . 
With STANLEY you have no ceiling. STANLEY 
furnishes you The Plan, The Products, The 
Incentive. The rest is up to you. Why delay? 
Why not investigate this substantial opportunity 
... today? 
STANLEY HOME PRODUCTS, INC. 
WESTFIELD, MASS. 
REGARDLESS OF WHAT 
WORK YOU HAVE DONE IN 
THE PAST ••• THERE IS A 
GOLDEN OPPORTUNITY FOR 
YOU WITH STANLEY 
STANLEY 
offers rich opportunity to-
Full-time career men and women, 
husband-and-wife teams, 
part-time housewife dealers, 
part-time men dealers needing 
to supplement present incomes. 
* * * 
FOR INFORMATION ON HOW 
TO GET STARTED, APPLY TO: 
No. A-254- 50 M 8-57 Printed in U.S.A. 
"To become a Stanley dealer, one needs no previous 
business experience. Neither age nor sex is a bar . Ambi-
tion, the willingness to work , a good reputation, and a real 
liking for people are sole qualifications."21 The opportunity 
\•Ti th Stanley appeals to many women vlho constitute a large 
percentage of the dealer force. They work vli th Stanley be-
cause it is a chance to worlr part-time vThen it is convenient 
for them. They may \•rork full-time if they l'lish, however the 
hours they spend on Stanley is their own concern; they are 
still able to a housewife at the same time. The Stanley 
opportunity includes the follovling ten f eatures :22 
(a) You can sell to groups instead of individuals 
(b)'You have a line of products used in every home 
(c) You have a guaranteed product 
(d) You have a nationally advertised line • •• com-
petitively priced 
(e) You book parties from parties -your hostess 
helps you 
(f) You have help in getting started and continued 
help and assistance 
(g) You set your o\m working hours 
(h) You determine how much money you l'lant to make 
(i) You have fun and opportunity to meet people 
( j) You have opportunity for advancement 
Nm'l for the dealer training, and the steps to become 
a Stanley dealer . Let us assume Betty Smith {a lady who 
-----------21Rea der 1 s Digest, April, 1958 p. 161 
22The Stanlev Opportunity brochure, p . 10 
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attended a friend ' s party) expressed interest in working 
i'Ti th Stanley. At the end of the party, the dealer \iould talk 
with Betty, aside from the other guests, and set an appoint-
ment at i'Thich time she and her unit or branch manager could 
visit w·ith Betty. (It will be assumed that Betty continues 
her interest in becoming a dealer, and vte will follm·T her 
steps of orientation and training.) AL this appointment, 
Betty learns more about the company, and the manager helps 
her in filling out the necessary papers for a new dealer. 
These papers and the establishment of credit must be pro-
cessed by the company before Betty receives her sample 
case (credit may be established by a letter, or by de-
positing with the company cash equivalent to the cost of 
her sample outfit plus paying cash for her first order). 
'V'Thile this is being done, Betty makes out a list of friends, 
relatives, and acquaintances who might be prospective hos-
tesses for her. Then the unit or branch manager and Betty 
vlill visit some Of' these people in order that· she may 
11book 11 the number of parties she desires for her first t1vo· 
weeks. The time and date is set with each of these hostesses. 
When Betty receives her sample case, she is given some 
immediate training on her products, established sales methods, 
the conducting of a party, and other information to help her 
get started. Before Betty holds her first party, it is ar-
ranged for her to observe one or two other dealers conducting 
parties. She must also attend the branch training school if 
there is one established in her branch. 
11 Time is of the essence in the recruiting,. selection, 
and training of dealers 11 ·~ 23 Most of' the new dealers are 
housewives who i'lant to work part-time (three to five parties 
per v1eek ). They might plan on working only evenings. If all 
the necessary orientation and preliminary training steps 
can be taken such that a nevi dealer may hold her first 
demonstration within a week to ten days after she first 
shorTed a desire to work with Stanley, then her interest 
usually remains high. The dealer makes on the average ten 
dollars at a party, and the sooner the dealer sees that 
money in her pocket , the better she feels about her job. 
Oftentimes this money is a big factor in offsetting some 
discouraging '\·lords from others including the spouse. 
Now when Betty holds her first party, she is contacted 
by her unit sales leader for ~ report on her party. At this 
time, the sales leader may answer any questions Betty might 
have ~out situations which arose at her party. There may 
be a possibility for her to observe other dealers again be-
fore her next party. For the next ti'IO weeks , the unit sales 
leader contacts Betty following each of the latter's parties 
to give her assistance and supervision in improving her 
presentation and her knowledge of the merchandise . ~l.hen 
Betty has to send her first order into the company, she is 
assisted by her unit sales leader; when this order is re~ 
turned, she is shmm how to package and deliver the mer-
chandise as '\'Tell as how to maintain her records of parties 
and sales .. 
A ne't'l dealer 1 s training then continues through two 
main sources: the unit and the branch sales meetings. 
23 Intervie'\'1 '\vi th the Newton Branch ll.a.nager 
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The former is scheduled by the unit sales leader at her 
discretion; the latter is conducted 1veeldy by the branch 
manager . The subjects covered at these meetings are like -
1;rise decided by those in charge. At the weekly meetings , 
the branch manager usually discusses information which 
she feels '\·rould be most helpful to the dealers such as 
booking procedures , policy or price c~~nges,new products 
and premiums , sales contests, and any problems vrhich the 
dealers might encounter. (The unit sales leader and the 
branch manager are als o conducting parties , consequently , 
they are familiar i>'Ti th problems '\vhich other dealers meet. ) 
These meetings keep the dealers informed as to any changes 
which might affect their business.They are optional as far 
as attendance is concerned, but the smart dealer does not 
miss this important phase of her continuous training._ 
Unlike Fuller, the Stanley dealers do not have a 
yearly contract which may or may not be renevled. When the 
dealer ' s credit is established and their sample case is 
issued, the dealer is expected to run "some" parties (not 
only to help herself,but also her unit and branch),hmvever 
the number of parties is left to her discretion . If a 
dealer does not run a party for three months , then the 
company usually requests that she return her case, and her 
account is terminated unl ess there is some special reason 
for inactivity, such as illness. 
Both Stanley and Fuller dealers are indepandent agents . 
Each buys merchandise from the company at "trholesale, and 
sells at retail prices . The average profit for the dealer 
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is one-third of their sales, although that varies with the 
different types of merchandise sold. \fua_t a dealer makes 
with Stanley depends on individual effort, energy, and the 
time he or she is. 'l.·dlling to invest. The atanley dealer 
has no limit as to the terri tory she may c·over ( in C'on-
trast to the Fuller dealer r .. 
In the Boston area, there are eight branches: Nevrton,, 
Arlington, Ivhlden:, Watertmm, 'Vlaltham, Somerville,_ Lo'\'rell, 
and North Shore. The structure of most all of the branches 
is the same: a branch manager, s.ome unit sales leaders, 
and many sales dealers. In Newton, one of the smallest 
branches, there are two unit sales leaders and approxi-
mately thirty dealers (in the ave1--age branch, there are_ 
unit sa les leaders for every ten dealers). Oi' the dealers 
in the Ne-v;ton branch, only three or four are considered 
full-time dealers; the remainder hold only one to four 
parties_ per 'wveek. It is apparent that in mos:t branches_-
such as Newton, most of the dealers. work on a part-time 
basis. Training for people working only part-time is a 
major concern of most branches. 
Additional training assistance for the dealers origi-
nates from the office of the Director of Education, in 
l'vritten form mostly, and sometimes through personal visits 
by VJI'., Nyberg at sales meetings. The 'l.vri tten form, School 
House Notest has already been discussed (see p. 36). The 
personal appearances made at meetings are mainly for the 
purpose of helping dealers with their method of presenta-
tion and sales procedures . (Other home office personnel 
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who travel extensively throughout. the country to give ~r­
ther training at special sales meetings include Mr. Foster 
~ Goodrich, First ¥ice-President, Director of Sales; 1~. 
A. w. Elzerman, General Sa,les Manager; and Mr. Hank Sheely, 
Promotion Sales l~nager. ) 
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lihen these men address a group of dealers, they always 
have some valuable material to present. One such speech, by 
Mr. Nyberg, included the following "Ten Points To Search For": 
(a) Speak effectively 
(b ) Conquer fear 
(c) Increase your income 
(d) Develop self-confidence 
(e) Improve your memory 
(f) Increase your ability to get along with people 
(g) Sell yourself and your ideas 
(h) vlin more friends 
(i) Improve your personality 
(j) Prepare for leadership24 
The value of these 11 Ten Points To Search For" i<Ias 
not just in the listing, but alsp in the way }~. Nyberg 
showed the dealers how to attain each point. 
The last aspect of training, not previously mentioned, 
is that of the college dealer. In most cases, it is similar 
to that of either fUll or part-time dealers. They must ob-
serve parties, with the same preliminaries to their first 
party. The college dealer attends sales meetings at the 
branch to lihich he is assigned. However, in some instances, 
the college dealer may be unable to attend due to c onf licting 
24The Stanley Pilgrimage Reporter, July 6-9,1952 p. 3 
class schedules or for some other reason (there might not 
be a branch located very near his college). Some unit sales 
leaders have brought their sales meetings to the college, 
as in the case of a unit in the Springfield (I~ssachusetts) 
branch. Here the unit sales leader went to Springfield 
College every other Thursday morning. For one hour between 
classes, he conducted a sales assembly for all the college 
dealers in his unit and any other students vlho were inter-
ested in vTorking wi th Stanley. 
Some college dealers who have been very successful 
{Pat 0 1 Toole at Holy Cross and Duke Little at_ Springfield) 
have become College Group Leaders at their school, and ~~ve 
interested many other students in working with them. These 
college dealers usually work with a branch near their home 
in the summertime, and in that way, are able to compete 
for the Stanley College Division Scholarship Grants. (These 
scholarships, for five, three, and ti'ro hundred dollars, are 
to be av1arded to the college dealers who have the highest 
total of sales during certain sales periods in 1958.) 
This division, started in the spring of 1956 by Hr . 
Foster E~ Goodrich (who sold with Stanley in the summers 
of his college years) and Mr. Howard Dygert, has expanded 
rapidly in the past two years.25 Its well-organized re-
cruiting (see Illustration #4 on next page) has enrolled 
dealers from many college and universities throughout the 
country. ¥w . Dygert usually visits the college campuses 
t1'lice during the year to talk w·i th students who might be 
25Interview i'li th Vw . Dygert, I~y 21, 1958 
48 
This 1s rtfou~t 
OPPORTUNITY 
01.11' Company 
Stanley Home Products made its first mark, 
humbly but solidly, in the year 1931. $72,000 
worth of merchandise made its way into the 
hands of the public. Currently, over 27,000 
Stanley Dealers are responsible for annual sales 
amounting to $104,000,000- and each year 
finds sales steadily increasing. In other words, 
Stanley has grown consistently from then until 
now and is still GROWING. 
The Stanley Line 
The Stanley line is made up of over 150 items 
essential to those people engaged in the world's 
largest industry- HOMEKEEPING. The 
housekeeping tools we sell, to mention a few, are 
wet mops, dry mops, and household cleaning 
chemicals such as Boor wax, furniture cream, and 
the original wax base window cleaner. For 
personal good grooming we offer hairbrushes, 
toothbrushes, dentifrices, and some cosmetics. 
COLLEGE DIVISION 
Stanley Home Products, Inc. 
Westfield, Mossoch usetts 
ILLUSTRA.T.ION- #4 
interested in work-
ing part-time '\•ri th 
Stanley. 
This College 
Division Pamphlet 
is one of many,for 
the convenience of 
the students, which 
is located in the 
College Placement 
Office. This office 
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at most colleges 
has information for 
the students as to 
when i~. ~gert will 
next be on the cam-
pus to interview. 
They are also (any 
interested students) 
urged to contact the 
college division 
office in Westfield 
for immediate infor-
mation . 
on it is up to the individual. We have a College Group 
Leader program in the College Division, and a College 
Group Leader is an individual who has been a successful 
Stanley Dealer and one interested in making extra 
money. This may be done by interesting other college 
students in the Stanley method of merchandising. 
After Graduation 
Graduation day may find you deciding to make Stanley 
Home Products your career. This has been the case 
with many College Dealers. 
Stanley Home Products, Inc. is an international organi -
zation. We have over 250 Branch Offices throughout 
the nation . There are 18 Distributing Stations in the 
United States alone that serve over 27,000 De·aiers from 
coast to coast. Stanley has factories in Easthampton, 
Massachusetts; London, Ontario, Canada; and 
Mexico City. There are opportunities opening up 
continuously for the "right" men and women as Unit 
Managers; and from there on up - Branch, Area, and 
Region Sales Managers. How fast or how far you go is 
UP TO YOU. 
In Stanley you have the opportunity to use ALL the 
ability you now possess and all that you may acquire. 
An Invitation 
You have everything to gain and nothing to lose by 
looking into. the Stanley method of merchandising. 
Take the first step- Arrange to see a FAMOUS 
STANLEY HOSTESS PARTY "put on!" 
SEE YOUR COLLEGE GROUP 
LEADER, PLACEMENT DIRECTOR, 
OR WRITE DIRECT TO: 
~ol/we 9/Jivi4Wn 
Stanley Home Products, In(. 
Westfield, Massachusetts 
·I 
This IS 
OPPORTUNITY 
Our Company 
Stanley Home Products made its first mark, 
humbly but solidly, in the year 1931. $72,000 
worth of merchandise made its way into the 
hands of the public. Currently, over 27,000 
Stanley Dealers are responsible for annual sales 
amounting to $104,000,000- and each year 
finds sales steadily increasing. In other words, 
Stanley has grown consistently from then until 
now and is still GROWING. 
The Stanley Line 
The Stanley line is made up of over 150 items 
essential to those people engaged in the world's 
largest industry- HOMEKEEPING. The 
housekeeping tools we sell, to mention a few, are 
wet mops, dry mops, and household cleaning 
chemicals such as floor wax, furniture cream, and 
the original wax base window cleaner. For 
personal good grooming we offer hairbrushes, 
toothbrushes, dentifrices, and some cosmetics. 
COLLEGE DIVISION 
Stanley Home Products, Inc. 
Westfield, Massachusetts 
Stanley Home Products, Inc. @~aWM of Ute 
Our ever expanding line of merchandise is a quality 
plus line and has the respect of millions of satisfied 
customers throughout the United States and the world. 
A glance at our Hostess-Customer Catalog will give you 
an impressive picture. 
How the Party Plan Works 
In 1931 Stanley products were sold " door to door." In 
the late thirties we originated the FAMOUS STANLEY 
HOSTESS PARTY PLAN of merchandising. This 
plan offers an interesting and friendly atmosphere as a 
hostess opens up her· home to you and invites in a few 
of her neighbors for an hour or so in the morning, 
afternoon or evening. In this social atmosphere the 
Stanley Dealer sets up a compact display, demonstrates 
a number of our products and tells the story of Stanley 
and its line of merchandise. 
Each guest is given an order card and a Stanley pencil 
to write down as many items as she finds appealing. 
There is no need for sales pressure as the public ac-
ceptance of Stanley products is an established fact . 
The guests at the party in many cases "sell each other." 
The Hostess and Her Premiums 
The Hostess receives one or more premiums for opening 
her home for a Stanley party. The premiums she re-
ceives depend upon the amount of sales at the party and 
also the number of future Stanley parties " booked" 
from her party. A Stanley Hostess Party well con-
ducted is an immediate source of "bookings." The 
Hostess Premiums are really appealing to the home-
maker and everyone enjoys a sociable evening. 
There is a complete line of Hostess Premiums - every-
thing from stainless steel steak knives to beautiful 
table lamps, and even more valuable premiums. 
Hostesses and guests alike enjoy Stanley parties and 
like to shop for the things they need in the comfort of 
their homes. 
$'sand f s 
The Stanley Dealer' s earnings depend on the number of 
parties "put-on" and the amount of merchandise sold 
at each party. He is an independent merchant buying 
at wholesale from the Company and selling at retail to 
the consumer. The difference between the wholesale 
and retail is hie. profit. Actually, the sales at an 
average party are higher than $30 retail, and the Dealer 
makes about a third of this as his net profit. In other 
words a Stanley Dealer can definitely plan on making an 
average of at least $10 per party. 
In order to make this profit from an average party -
some are less, and many go much higher - the Stanley 
Dealer need not spend more than a couple of hours per 
party. As you can see this is a good hourly " wage" if 
you want to figure it that way. 
Where Do You Fit In? 
As a college •tudent your primary job right now is to 
attend classes and spend enough time studying. We 
realize this completely, and that is why Stanley offers 
such an unusual opportunity for college students. You 
as a student have your own schedule of classes and 
studies, and you alone are able to say what free time 
you have to devote to earning "extra" money. The 
Stanley way, a College Dealer can conveniently fit 
selling Stanley products into his academic schedule and 
NOT his academic schedule into a work schedule. 
A Stanley Hostess Party may he "put on" in the 
morning, afternoon, or in the evening. If you set your 
goal at $40 a week part-time you have to plan to " pul 
on" at least four Stanley Hostess Parties each week. 
They might all he in the morning, half in the afternoon, 
or all in the evening - whatever is convenient to your 
schedule. This depends upon you and you alone. 
You know your schedule and how much money you 
want, or have to make. Four parties might be too 
many or too few for you. Its entirely up to you. How 
much money do you want to make? 
Stanley can serve as a "plus" for you whatever your 
college course may be. If your major is in the line of 
business or personnel or sociology this part-time work 
will benefit you two-fold . However, if you are majoring 
in another field, you will find that experience in dealing 
with people and developing your personality will lit 
into ALL careers. Many students starting the Stanley 
way on this college part-time program begin after 
graduation to make Stanley a full -time career. Some 
graduates do not, hut our Iiles contain many a letter 
from prominent people in various walks of life telling us 
of the benefit it was to them. 
Your Summer Opportunity 
In the summertime Stanley offers an exceptional op-
portunity. Usually a college student has several 
months in which to work and during this time a student 
selling the Stanley way can work full -time and make full 
pay. If you "put on" ten or twelve parties a week 
full-time then you should average at least $100 for every 
ten parties you "put on." Naturally we can't guaran -
tee that you will be ave~age- many, many people 
make much more. Its difficult to average less! 
Your Advancement 
Every individual considering work of most any kind is 
interested in advancement. What does Stanley offer? 
Every Stanley Manager starts as a Dealer. From then 
rriollege 9J)~n--- Serving Your College Town and Your Home Town Too! 
2. FULLER 
Be~ore discussing the dealer's training, let us again 
consider recruiting and selection. lJJ.r . ·Alfred C. Fuller 
once said that his business was established through the 
"help-wanted" advertisements in the ne"rspapers. His success 
-
with the original advertisement in the Syracuse newspaper 
has caused Fuller management to continue recruiting male 
dealers through this medium. As Mr. E. J. Sullivan, manager 
of the Boston branch, stated, 11 1VIost of the dealers come to 
us through newspaper ads, although some dealers bring in 
others 11 .26 
From the time a person answers an advertisement, there 
is an established procedure to be followed as part of his 
orientation. He is first screened by one of the field mana-
gers . (Let us assume the applicant - we will call him Joe 
Jones - is accepted through all phases of his orientation 
and becomes a dealer. ) Follo'\'Ting this screening for the 
potential dealer's qualifications and interests, Joe spends 
one day in the field observing a dealer, the latter selected 
through mutue,l agreement vri th the field manager. This se-
lection of a dealer to observe is important for two reasons: 
(a) the dealer selected is interested in becoming a field 
manager, himself; and {b) the trip with this dealer may 
greatly i nfluence the prospective dealer's interest in the 
company. 
The next step is a second interview with the field 
manager at i'lhich time credit must be established for the 
26rnterview with the Boston branch manager 
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new dealer. This credit, in the amount of five liundred 
dollars, may be in the form of a letter from a third party, 
a surety bond, or cash payment for the kit and the first. 
order . 
The third interview, called the "understanding inter-
vie"''T11, is then held ''~hen credit has been established. At 
this time, Joe, together with his vdfe , and the field mana-
ger sit down together and outline their different roles 
with the company (only one out of one hundred dealers are 
single). The company hopes that the dealer's wife also 
will become an important part of the company. This inter-
view gives her a better understanding of the company with 
which her husband will be associated. Joe is then given 
his formal acceptance by the company as an independent 
dealer, and his training begins. 
In the initial phases of his training, Joe receives 
his sample kit. Through visual training methods employed 
by the company, he learns about his products and the ap-
proved methods used to sell them. He must also learn hm'l 
to plan his work, how to order, paclffige, and deliver his 
merchandise. Next, Joe again _observes another dealer in 
the field for a full day (it may or may not be the same 
dealer Joe was with before); and during three hours of 
that day, he begins selling in his own territory. The 
following step is further training again 1'11 th his field 
manager. The latter spends time with Joe in his new ter-
ritory: five hours the first day, three hours the next, 
and progressively less time in the ensuing days. This 
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supervis i on continues for six months to a year d~pending 
on the progress of the dealer and the field manager 's 
available time. 
Joe's training does not terminate with the field 
manager 's supervision. As with Stanley, there are usually 
regular sales meetings conducted by the field manager for 
the dealers in his unit. At these meetings, sales procedures , 
ne1v problems encountered, and general information for the 
dealers (such as policy and price changes) are discussed. 
There is also a monthly sales meeting held by the branch 
manager in the evening for all dealers and field managers. 
As independent agents, there is no obligation for the 
dealers to attend. However most of them do attend in 
order that they may keep informed about any changes l'fhich 
might affect their business. In this way, by attending 
these meetings, dealers may better service their customers 
and thus do better themselves,financially . Also their in-
terest in the job is indicated by their attendance at these 
meetings; consideration for promotion to field manager is 
based on interest as 1-vell as ability. Further,a dealer ' s 
contract is i ssued on a yearly basis, and there is always 
the possibility that it may not be renev-red. 
In this area , there are two branches, Boston and 
Cambridge, serving over three and one-ha lf million people . 
The organizational structure of a b~anch is similar to that 
of Stanley: a branch manager (he usually has a secreta ry), 
field managers, and dealers. Iii thin these two branches, there 
are thirteen field managers and approximately one hundred 
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and seventy-five dealers. Contrary to Stanley, all the dealers 
are men, and they 1vork full-time, except for one part-time 
college dealer (in this area). He works summers in a resort 
area where he has been located for the past few years. 
The average dealer has an assigned area serving ap-
proximately fifteen .thousand people. Although he is an 
independent dealer, the company has established standa rds 
with ivhich the dea ler must comply. One of these is that 
every dealer must make a minimum number of calls (six) 
on every home \'Ti thin his terri tory each year. Consequently • 
a part-time dealer would not be able to make the necessary 
visits. In the opinion of the Boston branch manager, "The 
advantages greatly outweigh the disadvantages in hiring 
only married men as dealers"., Part-time or college dealers, 
he feels, do not i·Tork out very well, and women are unable 
to cover the necessary territory • . 
The dealers, as independent businessmen, purchase 
their products from the company a~ wholesale; and sel l 
t hem at retail prices (like Stanley). In many cases, 
dealers hire people to assist them in servicing their ter-
ritory. Sometimes, two people are hired to deliver all the 
merchandise to the customers. Also a dealer might hire an 
assistant to help him 'vi th his catalogues. This assistant 
leaves the catalogues one ,.leek at the homes vlhere the dealer 
expects to call the next week. Although these additional 
people must be paid by the dealer himself, the ~>rork that 
they do saves the dealer time and enables him to make more. 
calls on the people within his terri t ory. 
G. OTHER COMPANY ACT1VITIES . 
1. STANLEY 
a. Current policy at Stanley is management by committee. 
In addition to the executive, sales planning, and new products 
committees (just to name a few), there is also a _ Public Re-
lations Committee. This four-man committee operates within 
the Board of Directors of the company , and takes the place 
of a centralized public relations department. The four men 
on the committee are: Chairman Homer G. Perkins, Charles c. 
I•IcP:h,erson, Robert F. lally, and Louis R. Bressler. This com-
mittee supervises, in general , the functions of the public 
relations program with the following specific objectives: 
(1) To survey the need for a public relations pro-
gram for Stanley Home Products, Inc. 
(2) To interview and decide upon specific public 
relations counsel to implement this program. 
(3) To follow through and do whatever was necessary 
to '\mrk with this counsel and the proper personnel 
in our ovm organization. 
This committee meets when the occasion demands, hm-r-
ever, there is no schedule for regular meetings. In the ,.,ords 
of the past chairman of this committee, "It is our intent to 
eventually turn this over to one particular person. This iiill 
probably work out of the Office of the President."27 
b. Ruder & Finn Inc. _. is the public relations counsel 
employed by Stanley since June, 1957, to implement the pro-
gram of this committee. They published a background report 
27Letter from Ivlr. McPherson , :March 25, 1958 
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on company activities in August, 1957, and have had many 
articles published about the company (on the national as. 
v-;ell as the local level). ( See Illustration #5 on next 
page for an article which appeared in the New York Times , 
in August, 1957.) 
c. Foreign operations of the company utilizing the 
Hostess Party Plan currently include Canada, Mexico, and 
Puerto Rico. In addition , Stanley sells its products on a 
door-to-door basis through distributors in other Latin 
_American countries. Stanley has had a Canadian operation 
for the past seven years. The manufacturing plant in Lon-
don, Ontario produces the merchandise sold in Canada. 
Mexico City is the site of the plant serving Mexico , as 
is San Juan in Puerto Rico. Both these countries have a 
great potential market, however neither has been served 
by a Stanley plant as long as in Canada. 
d. Stanley is a publicly owned company vii th approxi-
mately two thousand stockholders. The majority of these 
people are, or have been, connected vrith the company in 
an active \'fay. Between 50-60% are presently affiliated with 
Stanley. It is an over-the-counter stock, listed in the 
\'Tall Street Journal daily. The stoclc is marketed primarily 
through the brokerage firm of Paine, Webber , Jackson, and 
Curtis vvhich floated the original public issue in 1948. It 
is planned to use the forty-eight thousand shares , recently 
purchased from the estate of Frank Stanley Beveridge, for a 
stock option plan for "key Stanley personnel". From the 
Financial World issue on 1-Brch 5, 1958 carne the follm;ing: 
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ILLUSTRATION 
What 
They 
, Say ... 
• ,... 
• 
One of a series 
of published 
articles about 
STANLEY HOME PRODUCTS, INC. 
$57,841,764 
Stanley 
·t a e 
. 
.. , 
~· Built 
··· on 
Fun, 
Parties 
.. And 
Premiums 
• John S. 
f Tomkins 
I~ 
L 
.. 
l 
Stanley Home Products Inc. of Westfield, 
Mass. wants housewives to have more parties. 
The company is not in the liquor, confetti or 
paper hat business, but last year it sold 
$57,841,764 worth of mops, fly sprays, shaving 
cream and other sundries using the "home 
party" method. 
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The backbone of this system is Stanley's 
20,000 part-time dealers, nine out of ten house-
wives themselves, who each day sell the com-
pany's line of 150-odd products at informal 
get-togethers in homes all over the country. 
The Stanley dealer arranges a party by ap-
proaching a housewife and offering her a prem-
ium, such as a pair of hurricane lamps, or a set 
of steak ,knives, in return for inviting a few of 
her friends over for fun and games and a 
chance to watch the Stanley dealer demonstrate 
new products. Each party goer also gets a small 
gift for attending. Though the top price for 
the company's cleaning and ,toiletry items is 
rarely over $3.95, the average party grosses 
$40. Stanley sells its prbducts to the dealers 
wholesale for about half the retail price. The 
difference is the dealer's profit, though this is 
reduced by the cost of the premiums for which 
the dealers have to pay. 
The party method of sell ing is used by more 
than. sixty other companies, but Stanley, ac-
cording to Miss Catherine L . O'Brien, presi-
dent, believes it sells more than all the rest 
combined. Based on the retail prices of its 
products and premium items, sales for 1956 
amounted to about $105,000,000. 
Stanley was founded in 1931 by Frank Stan-
ley Beveridge, a former vice president in 
charge of sales for the Fuller Brush Company, 
the'n 51 years old. Miss O'Brien had been his 
secretary at Fuller. For about eight years the 
company followed in the door-to-door footsteps 
of its founder's former employer, and sold 
mostly brushes, mops, brooms and household 
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cleansers. 
In 1938, says Miss O'B rien, Stanley began us-
ing the so-called club plan of selling by demon-
strations to la):ge audiences, such as chu.rch 
charity groups. Male demonstrators predomi-
nated as they had in the door-to-door selling 
phase, but as World War II approached Stanley 
began using female hostesses and the home 
party method. 
Miss O'Brien terms the party technique "a 
natural", is optimistic for 1957, and predicts a 
5 per cent increase over last year. She believes 
that new products, certa in changes in top sales 
personnel and a >hake-out of Stanley's smaller 
competitors will a ll contribute to this rise. 
Stanley partiE!S are held in a ll forty-eight 
states, Hawaii , Alaska, Puerto Rico, Canada 
and soon in Mexico. They generally ai·e most 
successful in medium and small-sized towns and 
cities in the deep South and Southwest, where 
the kind of merchandise given away as premi-
ums has the mm:t allure. Queens and towns in 
Westchester Cou nty and Long Island are ver 
fruitful areas. 
E1 nt ·· 
In Manhattan itself, the company finds that 
the Puerto Rican residents provide the most 
fertile home party material. This phenomenon 
points up one of the strongest reasons behind 
the method's success. For many housewives a 
Stanley home party is a r eal social event, and 
for unassimilated minority groups in a strange 
environment it can be very attractive. Stanley 
would like to accent the f estive aspect of its 
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parties even more in the future, with greater 
emphasis on game playing. 
The company makes a point of promoting its 
executives from its large field force of seven 
region managers, 26 area managers, 260 branch -1:;.' 
managers and 2,500 unit sales leaders. All sales-
people with Stanley are on commission, Miss 
O'Brien states proudly. Her own salary is based 
on a small percentage of about half the com-
pany's annual volume. 
Pr dnct on Oreclit 
One attraction of the Stanley system is that 
business can be started on the proverbial shoe-
string. The company will advance $90 worth of 
products with no strings attached, or $200 
worth if one can get a guarantee of credit. 
From then on all goods are shipped on the basis 
that each previous order must be paid for be-
fore another is shipped. 
Most Stanley dealers start in to make money 
for a specific immediate purpose, though many 
remain in the business even after their goal is 
attained. Hundreds of the dealers manage to 
average $100 a week income and one ex-wait-
ress set a record of forty-eight straight months 
when her profits never went below $700 a 
month. 
When the company began operations it had 
its products made by many different manufac-
turers . Today Stanley makes more than 85 per 
cent of its line of goods in a two-block-long, 
five-story former textile mill in Easth~mpton, 
Mass., five miles from company headquarters in 
Westfield. 
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The number of parties held last year (1957) was 
curtailed by the flu epidemic '\vi th the result tha t 
slaes dipped about 8% from the $57.8 million level 
of 1956. However aided by a non-recurring profit 
and a smaller number of outstanding shares,earnings 
rose to an estimated $4.80 a share from ~4.36 in 
1956. Dividends are currently on a 50-cent quarterly 
basis, plus 25 cents extra . 
The Annual Report is the only communication t .o the 
company 's shareholders. 
e. "Good Neighbor" ·packages, which Stanley donates to 
victims of floods, hurricanes-, and tornadoes, are another 
phase of Stanley's outside activities in the public rela-
tions vein. These packages cost approximately eight dollars 
each, and are distributed through local Red Cross chapters. 
f ·. There are two other affiliations which have been 
previously mentioned in greater detail: the Girl Scouts 
Homemaking Institute handbook, and the Girls 11 Clubs scholar-
ships at Syracuse University. 
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2. FULLER 
a • . Presently, the Public Relations Department. is :still 
concerned 1rfi th all the activities already listed ( p. :20 ) • 
Additional activities include placement of favorable printed 
material in national magazines such as Reader's Digest (see 
Illustration #6 next page) . 
b. One of the company's public relations activities , 
not previously mentioned, was the Fuller movie , made i:n 
1956 :"The \'lorld On Your Doorstep". It was a tv-Tenty-six 
minute, full color, sound mot ion picture . Nearly a year 
in the making, it dramatized the results of one man 's con-
victions. The movie traced the history of the company, and 
shov;ed how, through l4r. Fuller 1 s efforts, nearly seven 
thousand Fuller dealers bad the opportunity to become 
independent dealers, almost in business for themselves. 
The film was designed to crea-te even greater acceptance 
for the Fuller dealer and his products. It pictured the 
dealer's relationship to the community, and the company 
-
as one of America's great industrial concerns. Distribution 
1•ras , and still is, arranged by Associated Films, Inc . of 
Ridgefield, New Jersey, or through any Fuller office. The 
motion picture is available for civic and fraternal gr·oups , 
schools and social organizations, and anyone else who might 
be interested. It will be shovm also on television stations 
throughout the country. 
c. Fuller supports most of the Connecticut collee;es 
both through tuitions and also contributions to their various 
buildings funds. They also support local and civic· groups 
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34TH YEAR 
GJiii 
Readers Digest JANUARY 1955 
An article a day of enduring significance, in condensed permanent booklet form 
~§)~~~~~~~~~~~~~~~~~~00~@~~~~~~@~·@@~~~~~~~~ 
America's most famous- and successful 
-door-to-door salesman 
THE FULLER BRUSH MAN 
Condensed from American Business Don Wharton 
F U LLER BR USH 
men, who ring 
350,000 doorbells a 
day, have been an 
integral part of 
American life for 
so many decades that few people 
realize the original Fuller Brush man 
is still around. Alfred C . Fuller, cre-
ator of the nation's unique and ubiq-
uitous sales army, was a 20-year-old 
immigrant only three years off a 
Nova Scotia farm when he began 
making and selling brushes. Over the 
years his sample-case army has in-
vaded 85 out of every 100 American 
harries and has talked housewives 
into buying brushes, cosmetics and 
household chemicals to the tune of 
nearly 8oo million dollars. 
Probably no other commercial 
character has been the butt of so 
many jokes as the Fuller Brush man. 
Cartoonists have used him in comic 
strips; Walt Disney in Three Little 
Pigs had the wolf, disguised as a 
salesman, knock on the door of the 
third little pig's brick house and call 
out, "I'm the Fuller Brush man." 
Before Lucille Ball · became TV's 
favorite comedienne she played the 
title role in a movie called The Fuller 
Brush Girl. One reason the Fuller 
Brush man has been so good for 
laughs is that from the 01.1tset he sold 
honest wares, contrasting sharply 
with unscrupulous house-to-house 
agents. Like the Tin Lizzie, he pro-
voked humor because he was liked. 
The original Fuller Brush man was 
the eleventh of 12 children. When 
he came to Boston from Nova Scotia 
in I 904 he was I 8, stood six feet 
two inches, and had the independent 
ways of a true countryman. In two 
years he was fired from three jobs. 
Then he got work selling brushes, 
boarded with his sister in Somerville, 
Mass., guarded his pennies and in a 
year saved $375. With this capital, 
he quit his job to start a brush 
business of his own in the basement of 
the sister's house. 
Fuller had no high school educa-
tion, mechanical training or business 
experience. He paid $I5 for a rna-
American Business (October, '54 ). published by Dartnell Publications, Inc., 
466o Ravenswood Ave., Chicago 40, Ill . 
ILLUSTRAT ION #6 
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such as the Hartford Symphony and the Hartt School of Ivfusic:. 
d. Foreign operations currently include many countries 
(~ee list on p. 15). As was the case with Stanley, the largest 
operation outside the United States: is in Canada. The Fuller 
Brush Company LTD, a Canadian corporation, contains seventeen 
branches. 
e_., Stockholders of Fuller receive an Annual Report 
including statements from The Fuller Brush Company, Inc. 
consolidated with its 1vholly-owned subsidiaries, Mohawk 
Brush Company, a New York corporation, and The Fuller Brush 
Company LTD of Canada. Fuller 1s total sales for 1957 
(including all divisions of the company), before dealers 1' 
-
discounts, ivere $70,212,224 or approximately 8% higher than 
for the year 1956.28 
28The Fuller Brush Company Annual Report 1957, January 31~1958 
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V QUESTIONNAIRE. OF STANLEY DEALERS 
A. PROGEDURE 
A questionnaire 'I!Jas made by the vlri ter, vii th the 
approval of Dr. Nathan Mlccoby, Chairman of the Division 
of Research in the School of Public Relations and Communi-
cations, Boston University,. and ¥1r. Charles c·. McPherson, 
Stanley Home Products, Inc. It was printed by the com-
pany and mailed on ¥Jay 5, 1958, to the Stanley dealers 
in the Boston area, with a letter of' explanation from the 
Marketing and Merchandising Department (see Illustration #7 
next page)). It was requested of the dealers tba t they com-
piete said questionnaire and return it to the company in an 
enclosed self-addressed envelope. They '\vere further asked 
not to sign their names or note any branch affiliation 
to \vhich their reply might be traced {the reason for this 
w·as tba t · each respondent should remain anonymous ) • Approxi-
mately one out oi' four dealers. returned their questionnaires·. 
A further req-q;est~ through the unit sales leaders and the 
branch managers, was made to those dealers i'tho ·bad not 
returned their questionnaire, by means of the sales. meetings: 
and also· the branch bulletins. 
The writer extended words of appreciation.individually, 
to each of the branch managers for the support their dealers 
had given this endeavor. 
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ILLUSTRATION #7 
To the Stanley Associates in 
the Greater Boston Area 
Greetings: -
CATHERINE L. O'BRIEN, President 
May 6 ~ 19.58 
Your Stanley Company is very much interested in helping the 
Stanley dealer and improving the Stanley sales procedures. 
Enclosed is a questionnaire which we would appreciate your 
filling in and returning to this office in the enclosed prepaid 
self-addressed envel opeo This will take only a few moments of 
your time. This information will be valuabl e to the Stanley or-
ganization, and it will also be of use to a Stanley dealer in 
the West Side Branch, Kennet h Miller, who is working on a special 
project in order to obt ain his master 1 s degree at the university. 
It is not necessary to sign this questionnaire or even indicate 
the branch., 
Incidentally, it looks as if the Boston Area is again on the march., 
I am sure you are thrilled with the very substantial increase which 
the Boston Area is showing in both sales and dealer powero The Boston 
Area is certainly on the way. 
Thank you very much for your cooperation., Please mail the questionnaire 
at once. 
Sincerel y, 
STANLEY HOME PRODUCTS, INC. 
~o~e:n~1:;/ 
Marketing and Merchandising 
CCM/1 
Enc. 
Originators of the Famous Stanley Hostess Party Plan 
I SPECIAL DEALER SURVEY 
Indicate your answers in the appropriate spaces. Use space on reverse side for additional comments if you wish. 
A. FACTS and FIGURES 
1. Your Age 
( ) Under 25 years 
( ) 25 to 34 years 
( ) 35 to 44 years 
( ) 45 or over 
B. GENERAL INFORMATION 
1. Mole _____ _ 
2. Family Status 
( ) Single ) Married 
Children 
( ) Number under 12 
( ) Number over 12 (unmarried) 
( ) Number married 
( ) Number of grandchildren 
Female ____ _ 
2. How many years hove you been a Stanley dealer? 1 mo. to 2 yrs. __ _ 
3. Combined Family Income 
(All members of family) 
( ) Under $3,000 per year or $58 per week 
( ) Between $3,000 and $5,000 per year 
or $58 -- $96 per week 
( ) Between $5,000 and $7,000 per year 
( ) Over $7,000 per year 
3 to 5 yrs. __ _ 6 to 10 yrs. __ 
3. How did you happen to become a Stanley dealer? ___________________________ _ 
4. Hove you ever worked with any other direct-selling company? Yes __ No __ What Company? _____ _ 
5. How many times hove you mode a Stanley Pilgrimage? _______ _ 
7. Do you think the company adequately prepares you as a dea ler to meet the public? ____ __________ _ 
8. What changes would you recommend in the training of dealers? ___ ___________________ _ 
9. Would you change the weekly branch soles meetings? Yes__ No In wha t specific ways? _____ _ 
10. How do the following company publications help you as a dealer? The Standard __________ _____ _ 
The Distributor----------------------------------
You r Branch Bulletin (if any) ___________________________________ _ 
11. What do you personally think of Stanley's products in comparison to those of competitors? _ _ _________ _ 
12. In your opin ion, how does the housewife feel about Stanley's products and our competitors'? -----------
13. What suggestions do you th ink should be mode to the company concerning products, premiums, distributing station 
procedure, order blanks, company policies, etc.? 
B. RESULTS AND EVALUATION 
The results of this questionnaire are based on the 
t otal number of dealers who returned t heir copy to the 
company (seventy-five out of three hundred and thirty). 
For the purpose of noting the results, the '\vri ter vrill take 
the questions individually as they appeared on the question-
naire . 
1. AGE OF THE DEALERS I N RELATION 
TO THE SEX OF THE DEALERS 
Under 25 36 45 
25 to to and 
yrs 35 4l!- over 
Vale 0 8 6 7 
Female 2 20 17 15 
2 . Varital s tatus of respondents: 
All respondents are , or have been, marri ed . 
3 . Sex of respondents: 
r-i'lle: 21 
Fema l e : 54 
4. Number of years as a St anl ey dealer: 
1 month to 2 years : 37 
3 years to 5 years: 21 
6 years to 10 plus: 17 
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5. How did you happen to become a Stanley dealer ? 
(General information question #3) 
Responses Number of responses 
a. Former hostess 6 
b:.: Former customer 4 
c. Friend of a dealer 8 
d. Relative had a party 3 
e. Relative 1-vas a dealer 2 
t ·. Relative \vent to a party 3 
g. Through O\·m ini tia ti ve such 
as answering newspaper ad 9 
h. Through a dealer at a party 
I attended 27 
i. Unanswered 13 
6. Have you ever '\'forked ,,dth any other dire·ct-selling 
company ? 
N.o 61. 
Yes 14 
(Among the a f firmative 
respondents, 3 men had 
worked vii th Fuller, and 
3 '\iomen 'l'li th Av·on. ) 
7. How many times have you made a Stanley pilgrimage? 
0 
1-2 
Number of 
times .oil":'a 3-4 
pilgrimage 
5-6 ~ - .. .- .. 
7-8 
9/-
No ans't1er 
LENGTH OF T H1E AS A DEALER 
IN RELATION TO THE NUr-ffiER 
OF TIMES ON A PILGRIJviAGE 
Time §:.§!. ~ dealer 
1-2 yrs 3-5 yrs 6-10 
33 11 l 
1 6 4 
0 2 5 
0 0 2 
0 0 0 
0 0 5 
2 2 0 
yrs 
8. Vfu.a t does Stanley Park mean to you ? 
Responses Number of resnonses 
a. Good public relations 
between the company 
and the community 
b. A tribute to Stanley, 
its products, its achieve-
2 
ments, and F •. s. Beveridge 10 
c. Inspiration (beautiful Park} 11 
d. 11 I-1y Stanley Home" - a place 
e. 
f. 
g. 
h. 
i •. 
to be \"Vi th other -dealers 5 
Part of the pilgrimage 
Nothing as yet, but I am 
looking forward to going 
Nothing 
No answer 
"A great deal" 
2 
13 
11 
15 
5 
9. Does the company adequately prepare you as a 
dealer to meet the public ? 
Responses 
a. Yes 
b. No 
c. No answer 
d. It depends 
branch and 
with v-;hich 
affiliated 
on the 
the unit 
you are 
Number of responses 
54 
12 
1 
8 
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10. 'fuat changes would you recommend in dealer training ? 
Responses Number o=!-' _respons-es 
a . None 22 
b~ No answer 9 
c. Have someone observe you as a new 
dealer,. conducting a demonstration 3 
d. Compulsory training classes 9 
e. Stress booking techniques early 5 
f. Periodical check-up on the new 
dealer's progress (responsibility 
of the -unit sales leader) 3 
g •. Standard training in all branches 4 
h. More observation by new dealer of 
others conducting parties 2 
i. Require new dealer to put on "moc·k 
demonstration 11 before first party 2 
11. vlould you change the weekly branch sales meetings 7 
No 50 
Yes 15 
No answer 10 
In what specific ways ?; 
Responses Number of _responses 
a. Time of meetings (another day) 5 
b. Meetings every other week 2 
c. FevTer pep-rally meetings 1 
d. More interchange between branches 1 
e. Meetings once a month 2 
f. Specified attendance require-
ments at sales me.etings 3 
g. More dealer participation 
at sales meetings 2 
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12. How do the following company publications help you ? 
(General information question #10) 
Publication Responses Number of 
a. The Standard 
(1) Inspiration 14 
( 2) Information on 
products and premiums 3 
(3) Company policies 8 
( 4) Opportunity to read 
about dealers in other 
parts of the country 11 
(5) No help 3 
( 6) No ans'\ver 36 
b. The Distributor· 
(1 ) Good selling points 15 
c. 
(2) Product and premium 
information such as 
price changes and dis -
continued items 29 
(3) New products 10 
(4) 11 It 1 s the heart of 
the .company 1 s communi -
cation system 1 
(5) No answer 20 
Branch bulletin 
(1) Branch news 13 
(2) Interest in other units 
and dealers 9 
(3) Like to see my name 
in print (recognition) 8 
responses 
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(4) Product and premium 
news 9 
(5) Contest information -
standings of units and 
dealers in relation to 
others 16 
( 6) No answer 20 
13. Wb.a t do you personally think of Stanley ' s pro duets 
and our competitors ? 
In most cases, the dealers felt that the 
Stanley line of products "'ras superior to those 
of competitors. A large percentage of respondents 
stated that they use the merchandise in their home 
at present. Furthermore, some stated that they 
1-vould use Stanley products even if they \·Tere not 
dealers . 11 I couldn't sell them if I didn't believe 
- . 
in them 11 , one dealer 1-vrote. 
14. In your opinion, how does the housewife feel about 
Stanley's _products and our competitors' ? 
~any dealers thought that the average house-
wife felt the Stanley products were high in quality, 
(equal if not better than most of the competitors) 
but also a little too high in price, in comparison 
to prices of similar types of merchandise in the 
store. It was the consensus of the respondents that 
former customers , who might have svTi tched to products 
of a competitor because there had been no parties or 
dealers in her particular area , 1-·1ould be happy to re-
turn to the Stanley line vvhen the products \vere again 
available. 
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15. vfhat suggestions do you think should be made to the· 
company concerning policie~, products, and procedures? 
This section of' the questionnaire should be 
considered one of the most important features by 
the management of the company. In this particular 
company, it appears that the home office personnel 
are aware of the problems which the dealers,in the 
field, encounter. Nonetheless, it is important for 
the individual dealers to have their vievTs and their 
opinions considered (at least the opportunity to 
air their views). If no action is taken on these 
reco~mendations, then it may be assumed that there 
is sufficient reason. But the fact that some dealers 
have been asked for their opinions about the com-
pany is very, important, and significant. The oppor-
tunity, through this questionnaire, to express their 
opinions is a right l'lhich every dealer should have 
(and should be encouraged to exercise), and these 
opinions should be channeled to one point in the 
company organization (See Recommendation #3 by this 
writer). 
The following are some of the suggestions 
made by the respondents in the Boston area (the 
ones (suggestions) which appear here appear to 
h~ve more value than the rest , however, the company 
will receive all those which were made on the ques-
tionnaires): 
(a) Periodically, the company should revise 
the premium -selection list (to include the point 
values assigned) so that available premiums for 
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hostesses may be kept up to date; vii th this being 
done, the dealer does not have to go through four 
or five different lists of premiums vvith the hostess 
before the latter makes a selection. 
(b) The company should revise the dealer's 
portfolio, ~<rhich she shows at every party, more 
often. More pictures of some o~ the new lower-
priced premiums should be included. Also, in the 
hostess catalogue, for preferred hostesses to select 
premiums, many of the high-priced premiums (such 
as refrigerators etc.) should be eliminated and 
replaced by (pictures of) lamps and other smaller 
premiums i'fhich are usually within the range of 
points accumulated by the average hostess. Possibly 
another small catalogue vri th these large premiums 
for 11 club demonstrat~ons 11 might be in order. It is 
the feeling of many dealers that the hostess likes 
to see a picture of the premium, if she cannot see 
the real premium. Certainly, the dealer can carry 
only a small number of all the Stanley premiums. 
(c) Most of the respondents prefer the new 
order blank which the company recently instituted. 
However, a large percentage made the same criticism. 
Dealers should be able to specify the colors (for 
example, of toothbrushes) that they desire in their 
order. If a dealer cannot get a particular color 
v1hen she requests it, then she cannot ask the guests 
at her party for their color preference on certain 
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i terns of merchandise. This should be done for t"'<vo 
main reasons: the different colors are listed in 
the catalogues, and secondly, many people have a 
particular color they like. In many large families, 
children 1 s toothbrushes have always been the same 
color (just for identification). Since a housel.,rife 
is able to go in to a store and select the color 
she wants, Stanley should offer this same oppor-
tunity ••• as it did before this ne'ltT order blank 
vias started. At present, the dealer is unable to 
ask for color preference by her guests because she 
does not 1mow 'TtThat color she "Vlill get in her order. 
If she does ask for color preference and then does 
not receive that color in her order, she bas to 
order more brushes until she gets the correct color. 
(d) There should be better notification for the 
dealers on the discontinuance of products and premiums 
than is presently done through the Distributor (more 
time preferably). 
(e) There should be a more extensive cosmetic 
line than at present. (Many customers ask why the 
company does not have more items, similar to those 
in the cosmetic line of our competitors.) 
(f) Some of the suggestions for nevi products 
included a "swirl hairbrush" which many of our com-
petitors have in their line; and also a dust pan 
as part of a set with the utility brush. 
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(g) There should be distribution by the com-
pany to all dealers of the "Knmv Your Products" 
bool{let. 
(h) National advertisements should appear in 
some magazines such as True Story, True Confessions, 
or possibly some movie mae;azines. 1Jf,any of the cus-
tomers and hostesses read thene magazines as \'Tell 
as Reader's Digest and Good Housekeeping~ 
(i) There should be a better assortment of 
sales aids, and preferably not plastic (11hich 
oftentimes do not appear very substantial). These 
are used as party, or game , prizes, and as a "take--
home" gift remind the guests of the party they at-
tended long after they have departed from the home 
of the hostess. 
(j) Holding premiums (guarantees) should be 
continued all year around for the hostesses. 11 The 
glass coffeemaker was one of the nicest premiums 
the company ever had 11 , said one dealer. 
(k) 11 l~ny people do not realize that Stanley 
is a BIG company. tie need to blow· our 0\\111. horn 
more. They are simply flabbergasted ivhen I tell 
them (people attending my parties) about our for-
eign branches , and show them a catalogue in Spanish. 
It's got top products and top management. Now pour 
on the publicity." Another dealer expressed her 
-
views this vray: "I 1 m proud of my company - and I 
knm,r I have a job come recession, 'creaking joints •, 
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or vthat have you 11 • (Even the dealers feel that there 
is a definite need for more publicity by the c onpany.) 
(1) The possibility of a repair service for cut-
lery (especially the steak lmives), at a reasonable 
price, vras suggested by one dealer . The i<Tri ter has 
heard other dealers , hm·tever , mention at the branch 
sales meetings that some hostesses have complained 
about the knife handles separating from the blades. 
Many of the above sugg~stions by the dealers 
may not be ne'\'r to the company, but the important 
feature is that all of them at least be considered; 
the dealers in the Boston area a pparently appreci-
ated the opportunity to make these suggestions. 
16. How many Stanley advertisements have you seen in 
national magazines in the past three years ? 
(C~neral information question #14) 
Res12onses Number of resuonses 
a. None 10 
b. 1 
- 4 (ads) 25 
c. 5 8 9 
d . 9f 14 
e. No ansvter 9 
17. Have you seen a story about the company or any of 
its people in a paper or magazine in the past three 
years ? 
Res12onses Number of responses 
a. Yes 53 
b. No 20 
2 
7:3 
Where _ the story appeared Number of respondents 
a. Fortune 2 
b. Boston Globe (daily newspaper) 23 
c. Reader's Digest 21 
d. Salesman M9.gazine 6 
e. New York Times 2 
f. Ladies' Home _ Journal 2 
-
g. Local newspaper (Boston area) 6 
18. Who makes the public relations policies at Stanley ? 
Responses Number of responses 
a. No answer 47 
b. Top management 2 
c. I don 't know 3 
d. I don't know since Ted 
Samuel left 2 
e. Customers 3 
f. The dealers and everybody 
associated with Stanley 14 
g. Its products 1 
h. "The dealer is the public 
relations expert as far as 
the customers are concerned~ 1 
Some of these ~esponses are correct in part. 
The dealer and his products have a great deal to do with 
the public relations program of the company, however, not 
on the policy-making level. 
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19. Stanley is affiliated with what organizations and 
institutions ? (General information question #17) 
Of the organizations and institutions listed 
in question #17, Stanley has affiliations with the 
following: Girl Scouts of U.S.A. , Ruder & Finn, Girls 
Clubs of America, Verne Burnett Associates, Red Cross, 
and the Catherine L. O'Brien scholarship at Syracuse 
University. The responses to this question clearly 
indica ted that the average dealer knm,rs very little 
about Stanley ' s public relations activities and affili-
ations, although one part of the question may possibly 
have confused them (some dealers may have thought that 
there was a c. L. O'Brien scholarship at each of the 
-
institutions listed). 
Approximately one-third of the responden ts 
did not answer the question on affiliations . The 
reason for this is not known, but it may be assumed 
the reason -vvas lack of time, lack of interest, or 
lack of information. 
About fifty percent of those who did answer 
the question thought the company had some affiliation 
with the brush worlcers 1 union. In the entire history 
of the company, there has been no connection with any 
union (for plant or home office employees). 
It v-ras not surprising that a single respondent 
k:nev1 anything about the company affiliation with Verne 
Burnett Associates , the public relations counselling 
agency from 1950 - 1953, because many of the present 
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dealers i·Tere not part of the company at that time. 
Hovrever, not one respondent indicated his k:nmrledge 
of .the company ' s affiliation i'li th the present public 
relations counsel, Ruder & Finn. 
In most instances , those respondents who checked 
the Girl Scouts als o checked the Boy Scouts (-vri th -v:hom 
the company has no affiliation). A table of responses 
made by this writer clearly indicated that there was 
not one respondent who checked all six (and there 
was only six a s previously listed on the preceding 
page ) of the correct affiliations. 
The company should be pleased to see that two 
respondents i'l'rote in one Stanley affiliation ithich 
"\'ras not listed: connection 1-ri th the broe.dcast of the 
Boys' Town Choir. 
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VI CONC LUSIONS AND RECONI<IENDATIONS 
Stanley 1 s t\'fenty-seven year history has been marked by 
rapid groi'rth and expansion. Starting in 1931, the company 
employed the door-to-door method of sales. The "Hostess 
party plan" became the new me thod of sales in 1939 ,although 
the previous method did not disappear in some · areas for a 
few years thereafter. This sales procedure appeared to be 
easier and more advantageous to the women who joined the 
Stanley sales force follov.Ting (and during) the \'far years. 
Female sales dealers, full-time or part-time, are presently 
the backbone of the field organization. And fifty percent 
or more of these female dealers v.rork on the part-time basis . 
"Stanley does not consider drop-outs a problem as much 
as a ~ondition of business. "29 "Drop-outs" here refer to 
dealers who vlork vli th Stanley for a period of time and then 
leave .the company for one reason or another. Usually, the 
female dealers consitute the greatest percentage of drop-
outs, and the three main reasons for this is as follows: 
(1) the husband, who may be opposed to her working, or at 
least v10rking v•ri th this type of business; (2) preg_.nancy; 
and (3) the type of \'fork '"hich is hard at times, and often 
more time-consuming than a part-time dealer had planned. 
For a female part-time dealer, the work involved for two or 
three parties per vmek may be quite extensive if she does 
not budget her time. The conducting of the parties, booking 
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and selling, ordering the merchandise, packaging and delivering, 
and attending sales meetings are all an integral part of the 
business . 
29Background Report by Ruder & Finn, August 1957, p . 12 
It is almost necessary for a dealer to have a car for 
her business. She must carry two sample cases with sales 
aids, merchandise, premiums , and catalogues (these cases 
are heavy for a female dealer, but they are necessary for 
a demonstration). Public transportation is unsatisfactory 
in most instances when a dealer has to take all this material 
to a party outside her home town. 
The recent re -organization of the company has resulted 
in many policy changes. New positions have been created,such 
as Director of Recruiting and Director of Training. The areas 
of responsibility in these two positions should now be better 
co-ordinated. The constant recruiting in a direct selling 
company such as Stanley is essential. It involves every mem-
ber of the organization, especially the individual dealers. 
Although it is difficult for many dealers to understand, it 
is better for each dealer when there are more of them work-
ing in a certain area. (More people knowing about Stanley 
products means increased business for each dealer.) The 
company has periodical recruiting drives for dealers (with 
prizes for the most number ::>f ne11 dealers recruited), but 
recruiting is one of the full-time responsibilities of the 
branch managers and the unit sales leaders. The training of 
dealers varies in the different area and regions of the 
country; better co-ordinated and more consistent training 
should now appear throughout the entire field organization, 
I 
centralized through the new training director. 
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A. CUSTO~~R RELATIONS 
It is the consensus of most of the dealers in the 
Boston area that customers appreciate the fine quality 
{triple-tested by the company) of Stanley products. The 
opportunity for customers to obtain Stanley merchandise 
depends on the dealers (few of the customers apparently 
look in the telephone book for the nearest branch office 
if they v.rant any products and do not knmt hovJ" to locate 
a particular dealer). If a dealer conducts a party in a 
particular area, and then there is no dealer or party in 
that area for another six months, Stanley customers may 
turn to products of a competitor ••• or possibly purchase 
similar merchandise at a store . This problem can be met 
only by having sufficient dealers to adequately cover a 
particular territory. Remember, there is no assignment 
of territories for each dealer as with Fuller dealers. 
As an independent businessman, a dealer may book parties 
any..,rhere he desires. This arrangement leaves many potential 
sales areas untouched by Stanley dealers. Other areas may 
be· covered only once if no parties are booked from the ori-
ginal one; this situation leaves guests at that party with-
out any source to reorder merchandise they might \tant. 'tf{i th 
the present number of dea lers covering this particular area 
(Boston and surrounding suburbs), it would not be feasible 
to limit a dealer's selling territory by assignment. The 
company realizes it's problem: more dealers are needed to 
put on more demonstrations. 
The company policy for a dealer to send a 11 t hank you 
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note" to a hostess following her party is an excellent one. 
It strengthens the relationship betw·een the customer and the 
company through the dealer. The sending of these notes, how-
ever, depends on the individual dealer, and many just do not 
talce the time to do it . 
The selection of premiums by the hostess is usually a 
pleasant task. But one criticism many hostesses have made 
is that there are three or four different lists from 1-·rhich 
she must select . Combining these lists into one is some-
thing the company should consider. It l'l'ould malce it easier 
for both the dealers and the hostesses . 
B. EI~LOYEE RELATIONS 
It appears that employee relations within the plant 
are excellent . The working conditions are more than ade -
quate in clean, modern surroundings. The low tum-over 
rate is an indication of the employee ' s acceptance of the 
company ' s philosophy: it is a company of people . 
The dealers, for the most part, appear satisfied vrith 
their relationship to the company. They had some recommenda-
tions on company policy in the questionnaires. However , from 
talking vti th many dealers in this area, it appears their 
knmvledge of company policy is limited to sales, and only 
sales (but that should be expected since sales is their 
main interest, especially if they are only part- time dealers). 
As one dealer stated, "My interest is in the products I sell 
and the money I can earn by selling these products". It 
v1ould be beneficial, however, for the dealers to be exposed 
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to other facets of the business besides sales, namely the 
public relations activities. They concern every dealer , 
yet, few dealers knm'l' much about them. Certainly sales is 
the pant of the business which puts money in the dealer's 
pocket, but public relations is an important part \'lhich 
affects the customer who will eventually be the one to put 
that money in the dealer 1s pocket through her purchase of 
Stanley merchandise. 
C. COI•llv1UNITY RELA.TIONS 
Stanley Park is a facility that serves the communities 
of western H':l.ssachusetts, as well as thousands of other 
guests. vli th this public service along 1vi th company support 
of local ci'vic organizations (in ~·lestfield and Easthampton), 
it appears that community relations are more than satisfactory. 
D. STOCKHOLDER RELATIONS 
Since a large number of the stocltllolders are still 
presently associated \'lith the company, the fact that there 
is only one yearly communication bet\'leen company and stock-
holder (the Annual Report) is not as important as it might 
be. A small number of people,holding large shares of the 
stock, appears to be another factor in Stanley 1s associa-
tion with the shareholders. The stocltllolders i'vho are still 
actively affiliated with the compa ny (some on the Board of 
~--
Directors) keep others informed on the company ' s operations 
informally. 
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E. RECOivJ}1ENDAT.IONS 
The recent Stanley re - organization did not include any 
cbanges in the company ' g public relations policies. As one 
of the company officials stated, " In the near future , it 
'\vould be advisable for the company to malce some changes in 
their public relations activities ". 
Respe ctfully, the follm,ring recommendations , c oncerning 
the company ' s public relations program, are submitted: 
l a For the present , the public relations counsel of 
Ruder & Finn Inc . (if it remains satisfactory) should be 
continued for internal and external public relations acti -
vities. An agency ' s outside (ob jective ) vie"VlS in most cases 
are beneficial to a c ompany ' 's internal program. The re-or-
ganization hc:ts brought many changes, and it vmuld probably 
be better to ·v-rai t before making any others . 
2 . However , at the earliest possible convenience, 
a separate Public Relations Department should be established 
to replace the present four - man committee (they are apparently 
doing a commendable job, but the personnel of such a committee 
should not be located v'Ti thin the Board of Directors) . This 
department, if it involves only one man , should report to 
the Office of the Pres i dent directly, as an Assis t ant to 
the President. The duties of this centralized depart ment 
{even if it is , again , just one individual) should include 
(a) all internal a nd external communications , (b) all publi-
city, (c) surveys and research involving employee, dealer 
and customer attitudes (in conjunction i'Ti th 1·:8.rketing and 
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Merchandising), (d) plant tours, and (e) all customer ser..; 
vice including order errors, defective products , and cus-
tomer• and/or dealer suggestions (to be co-ordina ted vTith 
the Distribut1ntJ Station i"i'hich now handles all these i terns). 
Even after this department is established, the counsel of 
a n outside a gency should be retained for a period of time 
(to be determined). 
3. A better system of communications should be estab-
lished from the dealer to the company for the purpose of 
dealer suggestions and recommendations . Many dealers feel 
that the present system vlith the Distributing Station is 
unsatisfactory. (11ore than one dealer sta ted that her 
letter to the Station had never been ansvtered.) A suggestion 
form sent to the dealers periodically from the company home 
office is a possibility to be considered. A large percentage 
of those answering the questionnaire said they v;ere g lad to 
have the opportunity to express their vie\'l's. This i·ta s the 
first time they had ever bee~ asked to make any suggestions 
or recommendations (even if no action is taken) . If just one 
dealer makes a suggestion which the company feels is valuable, 
then the program is worthwhile . The company realizes that 
the dealer force is the backbone of the organization , and 
\'l'i thout them, there would be no business. Since this is the 
case, the company should also realize that the dealers like 
to be asked their opinions because it gives them the feeling 
that they are a vital part of the organization (more than 
just sales dealers). Recommendations from all dealers should 
be encouraged, and they should be channeled to one department 
lvithin the company (the Public Relations Department, vvhen it 
is established). 
-4. Similar _training should be conducted in all branches 
to include a compulsory school for new dealers ( the four-
class train1.ng sessions are held in some branches no\'1). The 
time and scheduling of these training classes should be left 
to the discretion of the branch manager. Features of this 
training school should be proper "booking" techniques, a 
"mock demonstration" by each new dealer before running t he 
first party, and extensive product information. Some outlines 
for the training schools now in session included these above-
mentioned features, but there is a definite need for stan-
dardization of these training classes as vrell as the material 
presented in them. {It is the understanding of the writer 
that this is one of the responsibilities of the new Director 
of Training .) 
5. It v1ould be worth\'Thile for the company to notify 
the dealers in advance when and where (if possible) any 
Stanley advertisements or company information appears in 
publication, especially on the national level. If such a 
notice could not appear in the Distributor or some other 
communication to the dealer, it could originate from some 
department within the home office or Distributing Station 
( a function of the Public Relations Department, i>'Then formed) . 
Further it should be recommended to the dealers that they 
tell the guests at their demonstrations about the articles 
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••• even show them at the parties if the dealer remembered to 
take t he clipping with them. Such a plan would keep the dealers 
and many others informed, including the party guests and 
other customers; the Stanley name must be constantly brought 
to mind, especially in national publications, as the Fuller 
name bas been for the past fifty years. 
6. More publicity about the company is imperative. 
Although there are twelve thousand parties per day through-
out the country, too many pe ople still do not know about 
Stanley and it's products. Possibly , television advertising 
might be one ans,ver. Although it is expensive, it is one 
medium vlhich reaches millions of people. The writer realizes 
that only one ma j or direct- selling company (Avon) advertises 
on television, but for them, it must prove satisfactory , or 
else they would not continue it. The company may have already 
looked into the -possibilities of this medium , but it is some-
thing vrhich should be considered,even though Ct.lStomers can 
purchase Stanley merchandise t~~ough parties or dealers, and 
not in retail stores. Stanley might possibly make a movie , 
similar to the F1.1ller one, 1·,rhich would also reach more people. 
Both of these media arB expensive , but they should be con-
sidered very seriously. Sometimes it is necessary to spend 
a little more money to make more money, and the level of 
Stanley sales has, to some extent, flattened out in the past 
fevl years. More parties are needed to . increase sales, and 
more people knoi'ling about Stanley is one way to e;et more 
parties. 
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VI I SUMI'-1ARY 
In relation to some of the curriculum subjects and 
ma terial taught at Boston University's School of Public 
Relations and Communications (concepts in human relations 
a nd psychology, a nd accepted public relations practices), 
the policies of these t\,ro direct-selling companies are 
very interesting. 
By its orm nature , direct-selling involves individuals 
and small groups of people . In the case of Fuller Brush, 
the sales dealer visits the individual homemaker , and in 
most instances , it is the abi l ity of the dealer to convince 
the "lady of the house" that she should purchase certain 
Fuller productso Ordinarily, it is a transaction involving 
two people, unless the dealer leaves the cataloB~e at the 
home , in which case the husband may influence his vrife. 
At the Stanley demonstration , "group dynamics " . play an 
i mportant role. Let~ ·us take one illustration. ifuen t he 
dealer shovTs a particular i tern of merchandise from the 
Stanley line of products , one guest at the party mi ght 
say , 11 Tha t 1 s 1-vonderful . I recently have tried a lot of 
different brands before I found this one , and nm·r I rould 
not be without it ." This unsolicited testimonial could 
very easily result in three or four people at the demon-
stration deciding that they would like to try this parti -
cular item. It may have entered their mind to buy it in 
the first place . In a group demonstration such as this , 
the feelings of one person greatly influence others. If 
there is a guest in the group v'Tho has previously used many 
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of the Stanley products, she can assist the sales dealer 
vrithout even knmving it (but is can also v-rork in a negative 
manner \'fi th someone vfho has used a product and did not like 
it; then it is the dealer ' s responsibility to quietly and 
tactfull y muffle her disapproval , or answer her objection 
briefly if it is a specific complaint) . Group psychology 
is very important in the "Hostess party plan" type of 
selling. The ability of the dealer to control the group 
is reflected in her success as a saleswoman . 
"Motivation", of both the dealer and customer public, 
is another i mportant consideration of a company in the 
direct- selling field. First, let us look at dealer moti-
vation. The male Fuller dealer works full-time on his pre-
determined sales route . He must make a certain number of 
calls on the homes \"Ji thin his area in a given period of 
time, or he loses his route. The motivation for this type 
of dealer is different than in the case of the Stanley s a les 
dealers: namely, it is easier to motivate a full-time male 
employee to higher sales goals. In Stanley, the ma jority of 
the dealers are v10men who desire to vrork only part-time, for 
a certain number of hours a week in order to help supplement 
the f amily income. The company can offer inducements ( in 
the form of contests with prizes) for these part- time people, 
but in the final analysis, it is more difficult to motivate 
these dealers to higher sa les goals for the company because 
their interest extends only to their own (not the company ' s ) 
financial aspirations. If a female dealer, also a house'\,Tife , 
feels that she can "run only three demons trations per vreek '', 
87 
then this is a limit she has set for herself, and it is 
difficult for the company to shov·T her (and have her accep t 
their explanation) hmv she can hold one or even t vro more 
demonstrations. 
Secondly, motivation for the customer to purchase the 
products of a direct-selling company comes from tvvo sources , 
in contras t to opera tions of other compani es. Stanley and 
Fuller adverti s e their products na tiona lly through such 
media as ma gaz ines, vvhich reach many homemakers (and apparently 
influence their shopping habits), but not t hrough television 
and radio. The dire ct-selling company also gives the h ome -
maker individual a ttention by bringing their products into 
the home , making it conve nient for the shopper to get the 
merchandise with out having to lea ve the house . VEny house -
'\·Tives appreciate this vray of buying many products whi ch ap-
pear on their shopping lists t vro or three times a mont h . 
They s ome times consider the sales dealer as a persona l 
friend, especially i n the l i ne of cosmetics (Avon Produc ts 
call their cosmetic dealers "counsellors"). This 11 double-
barreled11 approa ch to motiva tion of the cus tomer has proved 
very successful for Fuller, and t he company has done a great 
dea l to strengthen the prestige of the direct sales dealer, 
as well as the confidence t he public has in h i m. St anley 
has been in business for a shorter period of time , and the 
Stanley name i s no t as well-knoitm as that of Fuller. Hm·.rever, 
motivation of the customer public is a con tinua l process , 
especially for all direct-selling com:panies, vri th or vii thout 
a "double-barreled" approa ch. 
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It is impossible to overemphasize the importance of 
public rela tions (' including group dynamics and motiva tion) 
betv1een the company ana_ the customer publi c in all direct-
selling companies. 
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THE SUIT BAG 
solves smaller storage problems 
and saves space 
Wny store a short jacket in a long garment bag? You l ll i'ind the SUIT 
BAG ideal f'or suits , skirts , capes , all the shorter garment s that use 
less space.. The SUIT BAG tucks away e a sily even in smal l closets., 
Leaves extra space underneath i'or miscel l aneous storage t oo~ 
The SUIT BAG has all the wonderful 1'eatures t hat make the Garment Bag 
so popular.. The double hanging hooks .9 the sturdy zipp er 9 the special 
pouch i'or Per1'umed Moth Crystals 9 and the t ransparen t sides so you 
can see what vs inside., 
Our latest Meadowbrook colorsooogold on whiteooomake t he SUIT BAG nice 
to look at as well as handy to useo It matches the Garment Bag ~ the 
Hamper Bag , and the Doub l e Blanket Bag to make a stunning l ooki ng 
closet ensemble., 
SUIT BAG is especially convenient i1' there are chi ldren i n the home .. 
-rtvs just the right size for children r s clothes and it helps reduce 
"jamming" in your longer garment bagso 
No. 655 SUIT BAG A. Net Item 
Net 
VITAMINS 
WHOLESALE SUGGESTED "RETAIL 
#165 vv Vitamins (100) $ o92 $1 .. 75 
#227 Junior Vitamins (1 00 ) 2.,20 4 .. 25 
#396 Vitamins (Fort ified . wi t h 2o05 3,95 
Minerals ) (100) 
#464 Senior Vitamins (1 00) 2 ., 75 :5 .. 2.5 
#541 VV Vitamins (300 ) 2 .. 05 3 ., 9.5 
#678 Vita - Jar ol/ Ne t 
#A- 153 Vitamin Booklet .. 2.5 Net i'or 25 b ookl e t s 
/ 
o. 
20-B 
214 
277 
307 
397 
8 
496 
544 
148 
149 
215 
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ADJlJSTED PRIC ES TO BE PUT INTO EFFECT AS OF MAY l ll 1958 
ITEM OLD .Prices 
Whslee Sugg e ~etail 
Scrub Brush 
wool Dry Mop (head only) 
Tumbler Brush 
"Sure- Ky 1 " 1. 0 5 
(Case Lot Price #523 11Sure 
Kyl 11 will be $13.08 Wholesale) 
"E-Z" Broom (head only) lo33 
Tooth paste .32 
"Stan-Wick" .5o 
(Price of' "Stan- Wick" Rei'ill 
remains the same - There is 
no reduction on these items 
in case lots) 
Sponge Dish Cloth ~ green e40 
Spong e Counter Cloth, green o-68 
"Chairman" Sh aving Cream .47 
(There is no reduction on 
case lots i'or thi s item) 
"Slimline" Broom (head only) 1. 35 
Swivel Ha ndle 
Standard Handle 
"E-Z" Broom Handle 
$ o95 
2. 85 
• 75 
lo25 
.85 
.60 
#534 ·nED SCOURING BRUSH 
NEW P1UCES 
Whsle. Sugg. Ret a il 
1.10 
L.41 
-35 
.60 
same · 
same 
$lol5 
2o95 
lo25 
lo99 
Tt may : be necessary to temporarily withdraw the #534 Red Scouring Brush f'rom 
the line. we have a g ood supply of' the #534 Green Scouring Brusho 
USE THE No. 7t8 
GLASS DECANTER/ 
Now you can really pour it on during your booking bid. Show prospects this 
beautiful Decanter and you're halfway to a booking. 
Glamorous Glass Decanter matches the No. 688 Glass Coffeemaker with Tea Ball. 
Hostesses have proved they . like the colors ••• rich gold and contrasting tur-
quoise. · The attractive styling and the crystal-clear glass make Decanter 
a "how can I get it 11 premium. 
- -Decan er fiolds a -ruJ:-J:-~2 ounces .- The tapered sides giv~ a modern look and 
pouring convenience. There's a printed scale on the side and the stopper 
serves as a convenient measuring cup. 
Use the Glass Decanter for frozen juices, chocolate drinks, hot or cold 
beverages, even thin batters. Best of all, beverage s taste better in 
glass, have no "borrowedn flavors. 
Display the Decanter 
to prospects ••• lands 
very next · order • 
..._ 
at your dems. It has the color and "flash" that appeals 
you extra bookings. Jot down Glass Decanter on your 
A Hn~tess Premium Item Price Net 
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STAN LEY HOME PRODUCTS, Inc. WESTFIELD, MASSACHUSETTS 
JuejJalj, :1Jecember 10, 195 7 
sljl'aCUje 9:30 p.m. 
Waiting at Syracuse, for the Commodore enroute to Chicago, on way to 
Minneapolis. Snow and sleet and rain. The sound of trains in the rail-
road yards. People running; leaving, and waiting. Wherever you go there 
are always "goodbyes". 
Railroad travel may seem obsolete to some but it had much to do with 
building our country. 
A sweet singing, juke-box "Melba" lends a littl e more loneliness to the 
night. 
A pleasant counter cook and waitress did an excellent job scrambling 
eggs and the coffee was piping hot and strong. 
The news stand literature books, as thrilling as last week's rubbish. Loud 
blasting of Christmas Carols over a public address system is as disturb-
ing as the swooshing roar of jet bombers. 
WeJnejJa!f1 ::December If, 195 7 
Chicago, Jl/ino0 
Snow piled hi gh between cars. Below zero. Keep movin g or you' ll be s tiff. 
Walkin g to the dinin g car early this mornin g, a bit like walking to the 
barn through snow drifts . 
Below zero in Chicago, no snow here. 
Enroute to Minneapolis : 
Huddled close together in cattle cars of a pass in g train , our beef rides 
on a final trip to the stock yards . 
The farm lands lie waitin g for winter to pass and spring to come round 
again. 
There seems so much ye t to be done in our world before we reach for th e 
moon , and yet we cannot stop progress . 
These plains, the gent ly rol ling hill s, the trees, and thi s midwest coun try 
is home. 
The peop le, their dress, their mann er, and their speech, 1s a ll familiar 
and comfortin g. We never get very far away from home. 
At La Crosse the o ld Wisconsin feelin g began to develop. Some snow . 
Quite co ld . The b lufTs in the di stance. Lookin g fo rwa rd to Pepin , and 
ridin g in the Vista Dome so I can see the o ld home in P epin , and the 
land alon g the lake. E leven minutes af L~ r two we passed the house. 
The lake is solid ice . The wide land in vites development. Fishin g shacks 
out o n the ice, smoke curlin g upwa rd fr om the shacks. Autos waitin g there 
to take the fish ermen home at n ight. 
Train mo vin g a long the M iss iss ippi, and the road on which I traveled ' '' 
often . 
Many oak trees ncar St. Paul, with the dead brown leaves ho lding on. 
What Ever-green trees there are - a lso somewhat brown. More deso late 
than the New England coun try-side. 
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Jrda'j1 ::December 13, 19 5 7 
nicollet flotee minneapohj, minnejofa 
Unit Managers in Session 
Matt Forman, Regional Manager, Central Region 
A. E. Forman, Minneapolis Area Sales Manager 
Eva Berggren 
Eva Connet 
Verne Evenson 
Waldro Haag 
Joseph Kratochvill 
Lola Russell 
Clara Leiting 
Mary Middleton 
Charl es Nesbit 
Hugh Olson 
Olive Rother 
An old fa shioned, one room schoo l house sketch, presented by people in 
the St. Paul Branch, opened the meetin g. It was entertaining and also 
set the tone of the meeting by teaching some specific things about the 
Stan ley party. 
Brothers, different in personality, both determined business men . Their 
careers are quite different, yet they are in the same organization. They 
know this work through years of successful experi ence and they have the 
abi lity to teach this " successful experience" to others. 
'ff!onday, ::December 16, 195 7 
_Andrew Jachjon flotel, najlwile Jennwee 
f/aJw£1/e A·ea 
John Brittin gham, Midwestern Regional Sales Man ager 
Bob Winder, Nashvill e Area Sales Manager 
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Anna Ruth Boggan 
Robert L. Brinegar 
Violet Farr 
Mildred Keith 
Hazel E. Lane 
Alcenia Perry 
Rose P. Sloane 
Mary Winder 
Jour Job3 - Unit rf!anagerj 
l. Selling 
2. Recruiting 
3. Training 
4. Supervision 
Recruiting 
Main difference between Unit Managers is recruiting and building a Unit. 
One individual plans her work and sets out to do what she wants to 
accomplish. 
I am a great believer in luck and the harder I work the 
more luck I seem to have. Abraham Lincoln 
See and Jnterview the People 
I would set a goal as to how many people I want to recruit each month. 
I must see and interview the people if I am to recruit. 
Set a definite time that you are going to recruit. 
You must have a definite plan if you are going to succeed. 
We have dates set as far as next June. 
When I don't plan I don't know what to do. 
Sett management 
Most people fail because they cannot manage themselves. 
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An evening among fri ends in Mrs. Molly Winder's house, amid Christmas 
decorations, so fittin g at the end of a busy year. 
Determined, informed, and aggressive in his work . Bob Winder has 
helped many people to succeed in their Stanley work . 
When he was asked recentl y about the methods that have made him such 
a successful catalyst in getting international agreements, he answered: " J 
have no method. But I wi ll tell yo u the qualities of a successful diplomat. 
They are: 
l. Understanding (he must be abl e to see several points of 
view), 
2. Compromise (he cannot be dogmatic), 
3. Loyalty {to his co ll eagues, to his promises and to his 
ideals) and 
4. Discretion (he must be able to keep confidences and work 
quieti y) . " 
Januar'j 3 lo Januar'j 15, 19 58 
Roy Keene, Regional Sales Manager 
Eula Mossman, Dallas Area Sales Manager 
Hubert Crain 
Leroy Cook 
Berniece Gold 
Christine Maddux 
manafjei'J 
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Janis Nettle 
Alexander F. Peacock 
Nol a Reid 
Jewel Cecelia Spires 
C. E. Bailey, Houston Area Sales Manager 
Branch manager:J 
Ethel Becker 
Mary Doyle 
Harold Hulebak 
Hazel Kedy 
Mark Lewi 
Mary Rogers 
Laveda Rutledge 
Clara Mae Mace, Oklahoma Area Sales Manager 
Branch rf!anager:J 
Mildred Booker • 
Mylbra Call 
Loraine Johnson 
Aubrey McDonald 
Carl and Hazel Nicholson 
Ella Petrek 
Olive Stockstill 
Dorris Steward, Kansas City Area Sales Manager 
Branch rf!anager:J 
Luella Dimick 
Madge Downs 
Frank Hallberg 
George Irwin 
Clarence Jeffrey 
Berneice Lawman 
Lavera Massey 
Norma Nielsen 
Raymond Parkhurst 
Ella Pogatschnick 
J.,.£da'J1 Januar'J 3, 1958 
Statler Ahon _}jofee '3Ja!!a:J1 Jexa:J 
_A Ctlj Wakinfl Up 
The morning sun finds the sky, trails of auto lights moving along the 
roads to downtown Dallas, and lights "turned on" in business buildings 
says the city is waking up for the day. 
Ro':J _j(eene 
If we have a good time at the Gold Cup Banquet it will be 
that we take the good time there with us. 
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In 1958 enjoy the thrill and joy of achi eving. 
One Unit Manager in 1958 wil l win a Cadi ll ac in the Southwestern Region. 
Should there be an increase in unemployment, remember that is a fertil e 
fie ld for recruiting. 
Jhe /Je:1t Recruiting 
The best recruiting talk comes from the heart, provided you believe the 
job is good for you and good for the person you are recruiting. 
I listened unti l I found her objection to having a Stanl ey party. Then I 
knew how to answer. 
Jhe Sma/f Percenlafje 
Are you among the small percentage of people who really enj oy their 
work? 
In 1958 let's make it a new parade. 
Some people go through the world like a band of music marching down 
the street. 
March with or without music but get in the parade. 
hrp on JrljinCJ 
The smart way to success is never stop tryin g. 
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PRODUCTS 
Con vic/ion 
T h ere is a h ush in the a udie nce. T hen th P. a rto r s pea k,; h is fi rs t l ine. li e s pea ks it as if it 
we re im porta nt. H e kn ows wha t tha t fir st l ine i:< go in:r to lw. H e do esn' t say I will be ;.o:i n 
anyw he re. How th e ac tor s twa k,; hi s lin e ck te rmi nes h is succ·css. 
It is not what yo u sa y abou t S tan ley nw rc ha ndi se tha t ma kes it p:ood m rrc ·hand i:<e . l t is h ow 
yo u say \d w t ):Oil ha;T to 'tty ahn 11 t tlw S tanl t" Y l'rod u.- t:< . Do you mea n it "? Do you beli e ' e 
it ? Lt"t mt• remin d yo u th a t wh il e· tlw JHOuut"ls a re good . they a re on ly a s good a s we a re. 
O u r ill w ill or good " ill rc·ma in " ·it h tl ce p rod uc t:< to d ete rmi ne whe th n th at produc t is a 
go od produd o c· a poo t· prod u.- t. 
Occlf/W lion 
Rus t a nd m il de w come to unused th ings. An r m pty a nd deser ted ho w:e qu ic kl y fall s to 
deca y a nd like a n unocc upi ed pn son, h is :rua rd is dow n on eve ry side. S ta nley has d one 
more th a n its !' !t a re to re<:torc a l· ti d ty and pm p: rcss with in people " ·h ose li w s we re so me-
wha t unor c·u p ied. Wlt~ • n wc stop a n d thi nk abo ut th a t. WP u ndPrsta nd th a t they didn ' t go 
ou t a nd ren u it people who had to p exrc· uti yc· jo bs in othn cnmpa ni e' . Th ey renuit Pd peo ple 
wh ose Jiq•s \\Pro· some\\ hat unoiT Upi cd "o far a>' th e industr ial wor ld "a" co nce rn ed. 
O ver c ,·e ry honw ho,·c rs !'nnw kind o f rc ·l ig ion. T hc,e thought s a rc sur<' to haYe Yis ited tha t 
hom e fro m t ime to tim (' . 
"Wi , dom is tlw pt·i nc · ipa l th in p:. T lw rdore :re t " ·i,-dom. An d in all thy 1-'e ltin p:, 
~c t un de r~ t and in g: . n 
· ~L f' t li S nn l he wea ry in o ur do irq.r." 
' ·Fa ith io the «uh<; ta nce of th in ;.>:> hopc·d fn t·. t he eY ide nce of thin gs u nsee n." 
"L e t us ru u wit/1 pa ti e nce the rac· c tha t has !teen se t befo re us." 
l . R egin \l it h p raise. 
2. Ca ll a ttr·n ti on to a mist a ke ind irec tl y. 
3. T a lk a lw u t o u r ow n m is ta kes J,efo rc n i ti ci zin g t! w o th e r pe rson . 
4. A sk quc~tio n s in str ad of :.! ivin:.! ord er:-:. 
5. G iw· tllf' o the r pe r,:on a line re puta t ion . 
0 . U!'c en<·oura g:em ent. 
I. P ra i,oe tlw , Ji ;d t te' t imprO\ cm e n t. 
2/e.slerJa~J 
\Ve a re a i""Y" concern r cl with li m ita licll ts on ti mt'. li ·ha t " .,, di d ycs trrday a nd ,,·ha t \ \"C 
a re doin :r toda y a nd what "'' !t o pe l.o ric, to mo r ro\\·. O ft e n we G IT tc111p ted hy t he d P,o; ire 
to II!' c•li' r·whe re th an whvrr" ''" e a rc . Wh Pn W(' a rt' tr 111pte rl th 3t " a y. it d e, t ro ys " hat we 
are " 'P PO"·rl to hv doi n p: . Tlw l illi e g irl" '"' .;air!. '·_\l u t/](' r. " he re · is yc·,te rcla y a nd wha t is 
tomo rrow cl oin M now'?" Y('s, where is y t·s tt·rday·? I t isn' t tha t we J idn' t have enough 
8 
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GOOD AS WE ARE 
yesterday~, it is that we may n.ot have used the m wisely. Tim e some times guides us bette r 
than 11·e do ours"!lvt>s. 
' ·Re~rarrh '' is a hi l-!: h -hat wo rcl tha t f:r·a re~ a lot of peo ple. It needn't. It is rather simple. 
F:,sl'n tiall y. it is nothin~ h ut a >< ta t•· of m ind - a fri en dly, 11·e l comin ~r a ttitude toward 
l'han ~r· . Coing: ou t to l ook for a c-h a n::,!e instead of waitin g: for it to e.onH·. 
Rescarr h for prac tir·a l nwn in an pffor l to cl o th in )!s better and not to he ca u ~rht asleep at 
the swi tr h. The re~f'arc h stat e of mind ca n appl y to anything: personal affai rs or any k ind 
of hw•ine". bi l! or I it tl c. 
Tt is the probkm·so l vi n ~r mind as contrastr cl w ith the l e t·\re ll -en ou ~rh -a l o n e mind. It is the 
•·nmposer mind ins tead of th e fiddler mind. It is the " Tomorrow" mind instead of th e · 
.. Yes te rday'' min d. 
Charles KP!terin g 
Simple Ynfroducfion 
OnP. nf tlt P. l! rf'at Pxamples nf s im p li city and direc tness of lanl!tWI!e is "Th e Gettysbur~r 
Acldrrss .. hy :\b;·a ham Lin <ol n. St ·ek >< impli c ity in choi<e of words. AY.o id the " bil! words ." 
Worrb shnuld not be lt'ed to as tound th t: audi e nce but to build a c lea r path of under· 
~ Landin~. 
An introduction o f the Deall'r by th e h oslf·s~ shnuld liP informal a nd s imply don e. Wh y an 
introduction hy th e hoqr·ss"1 Because it c lt•ar ly esta blishes th at you we re im·ited into the 
homt·. It also hrin ;.>:f: th l' hostess int o th e pi<ture as a part of th e pro~rram. On e of the 
sern·ls of se llin~r i;;: '·C ,•t tht' c ustomer into the act. " 
An int rod uc ti nn answers >;o nw un a,ked questions. If you plan to have th e hos tess introduce 
wn1 , che .. k w ith lwr as lo how she " ·ill introduce you, a nd whe n. 
[ i1wit ed l\1rs. White lo rome to my hornl' berau'c I want you to see th e S tan ley mer-
c handi se. I usl' tlll'ir product> and likP th em. 
'·So me o f you ladiPs mav want Mrs. Whil e to visit your home so that yo ur fr iends may 
know and use S tan ley Home Produ l' tS ... 
Eve ry pe1·son in S tanl t·y shou ld be!'orn e in c rl'asin~r l y aware of the va lue of the word 
"im·itc .. in our approach to th e puhlic. 
Ge t the .. thank you·• habit in your system . ThP " thank you'' habit is a good o ne for all 
of us. Thank the hostr·ss in word and mann e r. ft is the r·o urlr ·ous thin :.: to d o. This is th e 
poli te an d lol!ir·al thi lll! to do. lfe re you han· an oprortunity to prai se ancl l! lo rify the 
hos lt'SS. ..Mrs. Rrown , it was kind o f yo u to o pen yo ur home a nd invite these ladies to this 
S tanky I fos t r~s Pany. 1\ [y na nll' is 1\ l n<. \Vhilt" and I appre,. ia te the opportunity to show 
our fin e 'lin e of produc ts. 
' ·[ am plt ·ased to see so me of Olll' ft·icnds a nd forme r hostesses here. We also welcome 
th e new /! ll CSIS who a re at tendin p: the ir firs t par ty. 
·' I ''ant tn make thi > party so en tcrtain inr. and i nterestin ~r that some of your fri ends, l\[rs. 
Brown, wi ll im·ite me into the ir homes to mee t some of the ir friends." 
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Provided: 
1. You know what you want. 
2. You want it bad enough to attain it. 
3. You confidently expect to achieve it. 
4. You persistently work to do it. 
5. You are willing to pay the price to gain your goal. 
1958 
A year of opportunity. It is ours to do with what we will. If we take 
command of ourselves artd do the things we know we ought to do , 1958 
will be a good year. We make it strong and great through action. 
Alert, determined, and brave. Eula Mossman is ready for the year 1958. 
A new year maybe very ordinary unless it is planned, and the plans put 
into action. She has. 
A parade of those who tried to do their jobs a little better than they knew 
how - and then some. 
Gold cups, trophies, and awards were presented m the presence of the 
gathered families. 
Work provides the bread and butter, but cheerfulness, lends 
it relish. 
-.Aproack 
What is your approach to the year 1958? 
Believe in yourself. Record breakers when asked how they did it invari· 
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ably say "I believed that I co uld do it." Never , never doubt that you can, 
if you get organized ri ght and work at it. 
No ma tter how I wasted yesterday- I get a full measure of time today. 
Create new little wrink les in yo ur \vork that makes it more interesting to 
you. They don't get tired of the Stanley Party - you ·do- and when yo u 
do they very definitely do. 
Try to get more recogni ti on in 1958- But yo u' ll have to earn it. 
Develop greater beli ef in the " Yes You Can" idea. Today is my future-
It's here now. 
Sunday afternoon is a good time to take 15 minutes to get schedule lined 
up for the week. 
The most won derful ideas in the World don't work unl ess you do. See it 
- beli eve it and achieve it. 
Win more battles in the morning between indol ence and activity. Do a 
few more things at ni ght that makes it easier to get going in the morning. 
Work done the best yo u know how is fun- but work done poorly is 
drudgery. 
Seeing is believin g. Show people what you say and they will believe it. 
The eye is a better customer than the ear. Demonstrating wins every time 
over talk. There is nothing more eloquent than the educated hands of a 
Stanley Dea ler. 
Keep yo ur disp lay cl ean a nd nea t because it is a silent partner that con· 
vinces the eye. 
We wi ll know some defeats 111 1958, but don't hug your defeats - study 
your littl e victories. 
Build up on your strength. See people as individuals. Seeing the people 
is a great sellin g idea. When people don' t pay attention to us it's because 
we didn' t pay attention to them. 
We cannot " do what we like"- We must " like what we do." 
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Like and believe in what you are doing. 
Let each day's work absorb all yo ur energy an d interest. The best prepara-
tion for tomorrow is a job well done today. 
Be sure lo heap up the measure o f kindn ess, servi ce and courtesy . 
His meetin gs move steady a nd sure. Events fal l into place at the ri ght 
time in the right way. 
Recogn ition is somethin g earned throu gh some form of exce ll ence. Here 
Houston peop le, who exce ll ed in their work were rewarded for thei r efforts . 
Go ld cups, awards, trophies and prizes a re tangible ev idence that people 
can, and do excel in thei r work. 
Recogniti on i. one of our bas ic JLeds. Do yo u earn and r ece1ve recogni-
tion from yo ur associates? 
An exceptional professional show climaxed the banquet. 
Her ta lk was strai ght forward , touchin g directl y and specifically on the 
Dea lers' job . Those thin gs, action , hints, techniques and practices that 
make the Deal ers job successful were dwelt on by Mrs. Mace. She talks 
about the job . 
Saturday, Junuury II, 1958 
Excitement, anticipa ti on , co lor and nwasurcs of achi evement dominated 
thi s banquet. A youn g learn of ente rlain(:'rs from Ok lahoma University 
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won the enthusiastic approva l of the grou p . Stanley talent did not suffer 
by comparison. Mrs. Freda Moffat san g for the gro up and she was 
enthusiastically received and applauded. 
:J)orriJ Stewar£/ 
The arrangements of all meetin gs were in order. The timmg of the 
sessions was set up in such a way that a ll who participated benefited. 
Detail s were handl ed smoothly and effectively. 
__ }(anJaJ Lily _A,.,a (/aU L11p /Jan111el 
The Town House Ball Room setting was excell ent for the Go ld Cup 
Banquet. The people, their spirit, and the recognition of jobs well done 
made the occasion memorable to all who attended. A banquet is a gracious 
and fittin g climax to the year of work and achievement. 
Nellye Wellentin 
Lucille Kout 
Viola Card 
Elwood McKinney 
Lavera Massey 
Marie Walter 
Stanfelj Parflj SufjgeJ!ionJ 
People who attend Stanley parties 
-want the Dealer to talk just like another guest. 
-want her to enjoy being with them. 
-want us to ask them, not tell them. 
-want us to converse with them individually - person to 
person. 
- want the deal er to put sparkle in her voice- to be alive 
and alert. 
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- want novelty and surpri se 111 the demonstrati on . 
- do not wa nt us to mak P it sho rt ·- but to make it seem 
short. 
- want yo u to be yo ursel f . 
P eop ll' at th e par ty kn ow that good speakin g 1s good human relations. 
Treat them like real people. 
Svu!hem Lal/onua -Area Wnner 
Clara Dorfman 
n~,.tlze,.n Caltfo,.nia _A,."a Wnnerj 
Li ll ian Kurkjia n 
K ay K le ider 
Marie Edin 
Berth a S tani ch 
Mrs. Charles Haga n has been a secre tary in thi s ofTice for more than four 
years. La te in las t yea r :::he lecicl ed to deYote a ll her time to her home. 
She has been a lova l and very ab le ~ec retary. H e r di sposition , her good 
1\·o rk. he r interest in people, a nd her gen uin e des ire to be helpful will be 
remembe red by a ll who had anv cont act ,,·ith thi s o llicc. We wi sh her th e 
best. 
l\Jrs . H agan has been lw lpful in t raining and preparin g th e new secretary, 
Mrs. Branch , for th e work. l\Trs. Bra nch is a lrea dy provi ng herself abl e, 
intPr ested, and helpful in th e wo rk. We welcome he r to Sta nl ey. 
14 
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THE STANLEY 
$150 MILLION DOLlARS 
A DOZEN 
-· 
Would you pay $150 million dollars a dozen 
for anything? Well you are, according to in-
formation from the Massachusetts Institute 
of Technology. That is the approximate 
price that the Government is paying for the 
Vanguard missile. It is undoubtedly very 
necessary for the people of America to pay 
this price for these and other weapons fo r 
the defense of our country, but we can be 
thankful that everything we buy is not so 
costly. 
Un I ike many other products which taxpayers 
and consumers buy, the Stanley Products 
that you sell are competitively priced with 
other products of similar high quality. Your 
products sell for as little as 25¢ and all of 
them are priced easily within the budget of 
every housewife. Most Stanley Products are 
necessary tools for those engaged in the 
largest industry in the world -- homekeeping . 
With such economical prices it is never 
necessary for a lady to float a bank loan or 
even ask her husband if she can buy the 
things she needs. This is an important con-
sideration when you are selling anything, 
and Stanley is proud to have this sales-get-
ting combination of necessary quality-prod-
ucts at low, popular prices. 
COLLEGE DIVISION. STANLEY H OME PRODUCTS. INC., WESTFIELD. MASS. 
THE POWER OF NEGATIVE THINKING 
If you think you can 't, you can ' t. lie know that t h i s wo r ks both 
ways but I wanted to tell you about a not e which I r e ce i-.red the 
other day from the fathe r of a prospect i ve Coll ege Deal e r o Thi s 
young man may never be able to find ou what he i s cap abl e of do-
ing. He may always jus.t do eve rything the easiest way and end up 
as just another man on the str eet. 
This is the letter from t his boy ' s fathe :r. 3 "I hav e advi sed my s on 
to take the same job he had last summer wher e he is pai d weekl y 
for his services . He will be in about $600 and no· wo r k i ng f o r 
nothing~~ 11 We are happy that this youn g man wi ll have a se -::u r e 
job this summer, and we hope that he enj oys the $SO a week hat 
he makes . at this job. 
We do think it is too bad .? howeve r s that t his boy ~ s f a t her shoul d 
settle for less than the best fo~ his s on. Sur e l y he c ould m3ke 
$So a week , probably very easily a t h i s job of las t s a mmer, bu t 
does he have the opportunity of ea ning $SO A DAY as Ma r tin Paul 
of Holy Cross College did working in the Springfield B a.'1ch. I f 
you think you can 1 t do it !! you can G :, .• and we do n : 4;, even want y ou 
to try, but if you think perhaps you co·~:.d and you plan it t hat 
way, then we will work right along with you. 
The way you picture yourself i s very i mp r t an·':, be•:aus e l t wi ll very 
likely come to pass. If you t hink negati v e thoughts ~ you will tend 
to get negative results. If you thi nk pos i t ive thoughts ~ you will 
get positive results. A famous psychologist on .::e obse ::-ved .• "~'There 
is a deep tendency in human nature t o becvme pr ec i s el y like tt.a t 
which we habitually imagine our selv es to be." 
In l9S4 Roger Bannister broke all re c or d s and r an a mi l e i n f ··n r 
minutes. Since Bannister ' s record r un , many othe r rJ.nners have run 
the mile in less than four minutes o When he was asked if t h :.s was 
due to scientific improvemen+,s in t he style of run!ling he s aid tha ~­
i t was not. He believes that i t was due to a cha;1.ge i n psychol ogy o 
After it was believed and acce pt ed that i t ~ou1d be done in les :3 
than four minutes , it became s o . 
IF YOU THINK YOU CAN ' T, YOU CAN 1T . IF YOU THINK YOU CAN, YOU CAN . 
IT 1S UP TO YOU ~ 
"vJE CAN DO ANYTHING ! " Don 1 t laugh at t he man who makes t h ..:.s claim . 
He may have partnership with Edison!' Eins t e i n _. Shakes pea e , and t he 
Infinite Mind. 
Not too long ago . Charles Feid of Springfield College put on three 
big part ies = one for $144, another for $114, and still another 
for $81 . Jack Fisher had a party for $169 , and Bill Decker had one 
for $81. These two fellows are students at Springfield College, 
too. 
Charlie , ,Jack .• and Bill work with Duke Litt le, who is t heir College 
Group Leader. Duke is doing a fine job working with these and other 
student s at Springfield College. Every other week on Thursday 
mornings .? Duke .is conducting Sales Assemblies passing along i nfor-
mation and good ideas to the students in his Group, and anyone else 
who is interested in becoming a College Dealer. 
Duke. h i msel! , recently put on two good parties - one for $131 and 
the other fo r $9.3 . 
GOOD LUCK J boys , and keep up the good work. You may win one o.f the 
scholarship awards this summer 
Bill Perkins _9 who until recently was in training with the U. S. Air 
Force at Lackland Air Force Base a~ San Antonio ~ Texas , is getting 
start ed on a selling program once again. Bill .~ however , has been 
promoted to Unit Sales Leader in the Worcester Bran Jh . In the past . 
Bill has done an out standing job as a College Deal er and College · 
Group Leader in his Bran~h and. in the f utur e _9 I know that he will 
cont inue to give his bes t e f fo r ts a t all times o GOO·D LUCK .9 Bill.9 
and CONGRATULATIONS on your promo-i::i. :m . 
Jus t hear d some news ox:>. J ames Huffrn.yer a.Tld Will i am Rich . J im is in 
the New Castle ~ Pennsylvania, Branch and Bi ll i s a br and - new Dealer 
in t he Worc:e s ter Bran h . 
Jim, a s t udgn at Geneva College , had a party for $100.49 and he 
booked SIX . Bill Rich of Worcester J unior College on his first 
party sold $6o and booked another part y . 
CONGRATULATIONS to both of these men. 
The father ,9 passing through his son 1 s college town late one evening , 
thought he would pay his son a surprise visi t. Arriving at the son ' s 
fraterni t y house , he rapped on the door but was unabl e to rouse any-
body . Then from a second floor window came a sleepy voice. 
"vJhaddyah want? 11 
"Does Steve Jones live here?•' said the fat her o 
"Yeah : ' replied the voice . "Bring him in. 11 
Many people have climbed the ladder of success by maki ng full use 
of a certain force . Those who exercis e this force usually outshine 
other people in every field of business and industry. This is a 
force t hat can be a springboard to success for even the humblest 
worker . What is the make up of this force? Clearly and simply it 
consists of a constant willingness to put forth extra effort and 
this mi ght aptly be called the number one rule of success . Without 
except ion , those who have worked their way to the top have stead-
fastly pur sued this number one success rule by being alert and ready 
to exert extra effort, not just now and then , but always , day in and 
day out . 
I f the ave rage man ful ly realized what a little extra effort might 
do fo r him, it might open up a new and brighter future for many who 
are now in a rut . It keeps a man on his toes , jogs his mind and 
energies , t aps his inbor n abilities , gives him pride and confidence 
and makes it easy to bri ng out the best that is in hi m. 
Here are the key point s where a little extra effor t can do wonders 
i n creating goodwi ll and winning succes s ~ 
l . vlliatever your work, i t is your most i mportant 
job . Give i t all you've got . 
2. Be fai r and square and courteous in your deal= 
ings wi th everyone . 
3. Do no t hes i tate to go out of your way to be of 
servi ce . 
4. Whenever your cooperation is needed, extend it 
gl adly . 
5. Keep all pr omises . 
6. Never side- step responsib i l itie s . 
7. Make it a sol id rul e no t to put off any h i.ng 
that needs to be done . 
8. Avail yourself of every opportunity to i mprove 
your mind and ski lls . 
9 . Keep your enthusiasm high and do not be impatient . 
Don't wa i t for tomor row or next week , but star t r i ght now . Make a 
daily habit of put ting a li ttle extra effort into all your endeavors . 
CONGRATULATIONS to Dick Lake on his re cent marriage. 
May we take this opport unity _. Di ck ., to wish you and your bride much 
succes s and happiness . 
·- ---- - F. STANLEY BEVERIDGE, Chairman of the Board CATHERINE L. O'BRIEN. President 
WESTFIELD, MASSACHUSETTS 
Mr. Howard Dygert 
16 Windemere Road 
Worcester, Massachusetts 
Dear Mr. Dygert: 
January 17, 1958 
Here is some good news, news that will mean a lot to the 
fine folks in your College Division. I know you will want 
to pass this announcement along to all of your associates. 
Your Company has established a $1,000 scholarship fund to 
be granted exclusively to students in the College Division. 
The scholarship awards will be granted on the recommendations 
we receive from you based on sales as shown by actual cash 
in during the Sixth, Seventh, Eighth and Ninth Periods of 
the summer selling season. 
There will be three awards in the amounts of $500.00, $300.00 
and $200.00. High School seniors, college undergraduates 
and graduate students will be eligible to win these three 
scholarship awards. The student must be attending or 
accepted for attendance at a Junior College, College or 
University. Checks for the awards will be payable to the 
school, to be credited to the account of the winning student. 
We are very pleased to be able to make this announcement 
through you to all members of our College Division. It 
means that not only will the students earn good profit as 
Stanley dealers but that they will have the added opportunity 
of earning a Stanley College Division Scholarship Grant. 
With best personal wishes. 
Sincerely yours, 
STANLEY HOME PRODUCTS, INC. 
(?~;<.d~ 
President 
CLO: cjm 
Originators of the Famous Stanley Hostess Party Plan 
q;dofd 
AREYOUHE:RE7 ARE YOU ON TOP2 
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Sales of College Dealers selling part time are computed from the Wholesale 
Cash-In reported by the Distributing Station each week. Names listed more 
than once indicate different weeks in the Second Period. 
COLLEGE DEALER 
Derek Little 
Springfield College 
Sebastiana Occhino 
Albany Law School 
Nicasio Diaz 
Queens College 
BRANCH 
Springfield ~ Mass. 
Schenectady, New York 
Brooklyn E.S., New York 
Charles Feid Springfield , Mass. 
Springfield College 
Charles Feid Springfield , Mass. 
Kenneth Hiller Boston W .S . , Mass. 
Boston Universit y 
Richard Satterlee St. Louis E.S. , Mo. 
Sebastiana Occhino Schenectady, New York 
Harry Olsen, Jr. Worcester , Mass . 
Worcester Junior College 
Nicasio Diaz Brooklyn E.S., New York 
J ames Huffmyer New Castle , Pennsylvania 
Geneva College 
Frank He rmann Allentown , Pe nnsylvania 
Lafaye tte College 
Derek Little Springfiel d , Mass. 
James Huffmyer New Castle, Pennsylvania 
Robert Peirce , Jr. New Castle , Pennsylvania 
Geneva College 
Geral d Coppenrath Worcester, Mass. 
WEEKLY SALES 
$286.39 
202 .24 
135.01 
133 .74 
l2Lll 
118.90 
114 .69 
112 .34 
107 0 77 
103.96 
98.15 
97.86 
93.28 
86.77 
82.03 
TODAY'S TOPPERS 
(Continued) 
COLLEGE DEALER 
Richard Lake 
Springfield College 
Frank Hermann 
Howard Fish 
High School Student 
Patrick O'To ole 
Holy Cross College 
Gerard Dorion 
University of Maine 
Derek Little 
Richard Lake 
Charles Feid 
Henry 'Zanetti 
John Sigmund 
Holy Cross College 
Howard Fish 
J ack Fisher 
Springfield College 
Jack Fisher 
Richard Lake 
Willi am Decker 
Springfield College 
Don Palmieri 
Cambine Rowe College 
Herbert Reilly , Jr. 
Holy Cross College 
Nicasio Diaz 
Richard Satterlee 
Lewis Rosin 
Cincinnati Univers i t y 
BRANCH 
Springfield , Mass. 
Allentown , Pennsylvania 
Worcester , Mass. 
Springfield, Mass. 
Bangor, Mai ne 
Springfield, Masso 
Springfield, Mass. 
Springfield , Mass. 
Springfield , Mass. 
Philadelphia N .S., Pa. 
Worcester, Mass. 
Springfield, Mass. 
Springfield, Mass. 
Springfield , Mass. 
Springfi eld , Mass. 
Johnstown, PennsJlvania 
Schenectady, New York 
Brooklyn E .S., New York 
St. Louis E.S., Mo. 
Cincinnati W.S ., Ohio 
WEEKLY SALES 
$ 77.63 
77.23 
77 .ll 
74.93 
72.18 
62.79 
62.21 
56. 43 
52 . 88 
48.31 
46.64 
42.83 
38.68 
32.31 
32.08 
30.99 
29. 19 
STANLEY HOME PRODUCTS, Inc. 
® WESTFIELl>, MASS .. 
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RECORDS AR-E MADE AND BROKEN 
BY· MARY MIDDLETON 
Mary Middleton and the Dealers of the Middleton Unit were recent 
guests at.·a special payoff dinner in Des Moines when they were recognized 
for world leadership during 1956. Many of the Dealers of this outstanding 
Unit a~tended the payoff banquet, and Al Elzerman, Promotion Sales 
Manager, and Matt Forman, Central Region Sales Manager, were fea-
tured speakers. 
The 3-M Unit the 3-M stands for Merri Moni Makers established 
a new record in the Company by leading the nation not only in 1956, but 
in three successive years 
© 1957 by Stanlt-y Home Product-, Inc. 
1954 1955 
MARY MIDDLETON RECORD 
BREAKER IN 1954, 1955, AND 
1956. 
HERE ARE MANY OF r~E DEAL-
ERS OF THE 3-M U j THEY 
HAVE BEEN WORLD ~ADERS 
FOR THE PAST THREE YEARS. 
1956 
Mary Middleton became a Dealer and started selling Stanley Products in 
June, 1951 From the very beginning, she showed great promise, and because 
of her ability and progress, she was soon promoted to Unit Sales Leader. This 
year Mary was advanced to Branch Sales Manager in the Minneapolis Area. 
She is certainly an up-and-coming Manager At this writing the great Des. 
Moines Branch is among the top leaders, and judging from Mary's past man-
agership, this Branch, under her guidance and leadership, will close the 
year with a very enviable sales record. 
NORTHCENTRAL TOPPERS MEET 
Toppers among the Unit Sales Leaders in the Northcentral Region 
held a profitable and enjoyable meeting recently at The Greenbrier in 
White Sulphur Springs, West Virginia. The sixty-th ree Toppers arrived 
on a Monday and stayed through the following Saturday on this expense-
paid trip. 
Inspiration and much solid, practical information was received and 
shared by the Toppers attending this gathering. There was also time for 
horseback riding, swimming, hiking, and sumptuous meals, as "All work 
and no play, makes Jack a dull boy." 
Among the leaders present at this important Toppers Class were Wil-
liam A. Maier, Northcentral Region Sales Manager, and his wife, Dorothy· 
Elmer E. Nyberg, Director of Education, R. R. Hiltabidle, Cleveland Area 
Sales Manager; W W Hutchinson, Rochester Area Sales Manager, and 
Robert H. Robinson, Pittsburgh Area Sales Manager. 
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CATHERINE L. O'BRIEN 
President 
As you receive this Stanley Stand-
ard, you and the thousands of Stanley 
Dealers and Managers all over the 
country will be midway in a historic 
sales period. The Eleventh Period, 
each year since our business was 
founded, has always been the smash-
ing climax to a calendar year of good 
sales, good business and continued 
progress. The promotion of the last 
quarter of the year has always been 
centered around our fabulous Eleventh 
Period. There has always been an 
urgency toward business-getting at this 
time of year Yet, it seems to me that 
we should be reminded that there is 
TIME LEFT to do the sales job you 
want to do before 1957 is over 
More and more people are taking 
real advantage of the wonderful fourth 
q!larter specials. More and more Gold 
Cups ·will be won during this .~ our 
best ""Selling season. Our people all over 
.. 
the country have stepped up their 
tempo and are planning on successful 
and hard hitting finishes to the Elev-
enth Period. 
Each year our percentage of Christ-
mas business grows and grows as more 
and more of the successful Stanley 
Dealers and Managers take full ad-
vantage of the Christmas sales boom 
in the Twelfth Period. I encourage 
YOU to do everything YOU can to 
realize your own p~sonal goals and 
ambitions through sales in this won-
derful selling season just ahead. You 
may be sure that I will always empha-
size YOU because, as I have men-
tioned many times, YOU are the 
Company's greatest asset. We could 
look beyond to wonderful plans and 
programs for the future, but right now 
we have OUR JOB to do. 
Mr Beveridge told us to "do every 
little thing that would help us in our 
·' 
' ,. , 
. 
....... 
business" and that is our working goal 
during this working period. Will you 
do everything possible to help your-
selves in this busy season? 
I will be sending my personal mes-
sage to you and your customers and 
friends over the airways during the 
annual Boys Town Christmas Broad-
cast on December 22 and when I do, 
I know you will reserve a good part of 
my thanks and appreciation for your-
selves for a job well done. 
Keep up the good work. I send you 
my warmest best wishes in the full 
knowledge that as individuals and col-
lectively, you are going to achieve 
outstanding sales results for the bal-
ance of 1957 
President 
BOOKING is the LIFEBLOOD of YOUR BUSINESS! 
HINTS FROM FOS 
Vice President 
In Charge of Sales 
Get two bookings at each and every Stanley Hostess Party you put on. 
Oh, Yes You Can! 
"May I serve you?" "Thank you!" "Pardon me!" 
"You would make a lovely hostess. I promise to serve you 
well. In having me in your home, which would you prefer 
morning, afternoon, or evening?" 
Constant Repetition Makes People Think! 
WE ARE BUILDERS OF GOOD WILL 
AND MERCHANDISERS OF QUALITY! 
FRIENDS ~ IJ. 
time to make a friend is when you don't think you need one! " 
POST CARD IDEA 
Send them out! 
'hre way to have a friend is to be one! Dear Friend: 
NEIGHBORS~ 
.A·~ to have a party, NOW! Just show her what she can get! 
· w 
You have been selected to receive 
a useful gift. I will stop by 1 If 
morrow and tell you about it. REL.o !J,...ONS 
Make use of all contacts. You can always talk to a relative! 
Tell her the Stanley Story! 
BUSINESS CONTACTS 
S~~d, a Catalog with every bill you pay! 
. TELL THE GOOD STORY TO EVERYONE 
'Tis honorable to sell an idea and merchandise for profit when 
you have: 
1. Good Gifts! To Make Contacts! 
2. Good Premiums! To Give! 
3. Good Merchandise! To Sell! 
Q. p 
Go dating parties NOW! 
Parties today Business today 
Parties today Business tomorrow 
The line is thin between Booking and not Booking. 
Stop Look Listen to your Leaders on how to Book. 
PROSPECTING 
Put yourself in a pos1t1on where you cannot retreat. 
The way to Book is to Book. 
Get on the doorstep, ring the bell, go in and tell your story. 
FORMER HOSTESSES 
Re-Sponsor List 
builder. 
and please work it! It is a permanent business 
PROSPECTING THROUGH STANLEY HOSTESS PARTIES 
BE Spic and Span, 
Neat and Clean! 
"Hello. May I come in the front door or shall I go to the back door?" 
Make your Hostess the Queen of the Party. 
Everyone should have a Good Time. 
Open Demonstrate Close the Order and BOOK! 
Open Your approach is 90% of your sale 
Bookings and Merchandise have to be SOLD. 
Demonstrate An ounce of demonstration is worth a pound 
of talk. 
Close Dicker to close. Find out what customers like and 
do more of jt. Find out what they don't like and 
do less of it. 
Get In And Stay on the Wave Length of Everybody 
to 
BOOK and SELL SELL and BOOK .. 
7 
Dealer 
CUSTOMER SERVICE PLAN 
A business will rise or fall on the service it renders! Stop by! 
Take care of your business and it will take care of you. 
Turn every disadvantage into an advantage to book, to sell, to deliver, and 
make good and make money. 
WHY? THAT'S OUR BUSINESS! 
Each of us in Stanley has an Opportunity to use all the ability we possess and 
all we possibly can acquire. 
PLAN YOUR WORK AND WORK YOUR PLAN! 
Stanley is the Company for me 
HERE is a real opportunity 
The best in the land 
Our motto ere shall be 
We are a fighting band 
Fired with Loyalty! 
1957 has been a good year to date A year of Progress for all who wanted 
to make it so! 
REMEMBER THIS 
You get paid for what you can produce, 
So 
Continue to Study and Practice 
For 
Knowledge begets confidence, 
And 
Confidence begets enthusiasm, 
And 
ENTHUSIASTIC PEOPLE SELL! 
Yours for a Happy Thanksgiving and a Merry Christmas. 
Sincerely, 
c;:;--~~ 
Vice President in Charge of Sales 
· . 
• 
Communication 
Listen in a crowded public dining room and hear the · -babble of 
voices that merely communicate noiae and confusion. 
/ 
Turn off the TV set and listen to the peace and power of silence. 
.Listening is a great part of communication. 
How do you· listen and what do you hear? 
Communication is similar to a two-way street, traffic IS moving 
both~ ways. 
Com:municate -kat , v.t. to impart to reveal v.1. to share to 
partake of the Eucharist 
• Communication -ka'shun , n. the act of communicating means of 
passing . froJil one place to another news intercourse· information, 
knowledge . 
Co'fmunicator one who, or anything which, communicates 
Pref>aring, getting ready to present ideas to a group is an arduous 
job. Those who trust to inspiration and fail to prepare are often mute 
and perspiring when the occasion arrives. 
'f .'Indolence, interruption, business and pleasure, all take their turns 
at etardation." Once you begin the preparation of your assignment, 
you somehow get it done. It is our inahiJi.4' to "have at it" and push 
asi,de all that interferes. 
Jhree Stafje3 
There are three stages or steps in talking to an audience. 
1. Preparation 2. Communication 3. Make sure they heard you. 
Make sure you put your ideas in their thinking. 
Jo Communicate Well 
You must 
1. Know your subject. 
2. Like your subject. 
3. Like the people to whom you are talking. 
Three abilities are necessary to good communication. 
1. You must have or develop a good memory. Almost anyone can 
improve in memory. Be interested when you learn and you will re-
member Understand when you learn and you will remember. Use 
what you have learned and you cannot forget. How did you learn 
to walk? 
2. You must have willpower in facing an audience. Respect them, 
but see that they respect you. Talk with them, rather than at them. 
Let it be "give and take." Be aware that they are taking part in the 
talk, but don't let them take charge. You are at th~ helm. 
3. There must be kindness in the speaker's make-up. Warmth, 
heart, "you gotta have heart," and compassion are at the center of com-
munication. Kindness, not mush, but consideration, regard, and a 
thoughtful approach. Without an audience, you are quite unnecessary, 
so be kind. 
Communique -mun-ni-ka'), n. a communication or piece of infor-
mation given out officially. How it is set up influences the reader What 
makes the reader turn the page? 
r 
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A crowded page of print or a crowded window display communicates 
confusion. Arc the contents of the page forbidding? Docs the page 
invite rC'ading·? 
/"Go to, let us go down, and there confound their language, that 
,they may not understand one another's speech." Genesis, Chapter II-7 
We are at our best in communicating with an audience when we 
demonstrate. Seeing is believing. The eye remembers, the ear forgets. 
The eye controls the purse strings. Demonstrate and make them see 
what you say . 
'Je/ep/wne 'Jime 
Your voice by telephone communicates more than the words of 
the message. Fear, anger, jealousy, envy travel the w1res by telephone, 
if they are in your voice. 
"Be of good cheer" when you use the telephone, even if it is painful 
to you. Your mood is reflected in your voice. If you are bilious, owly, 
or irritable while using the telephone, your voice gives you away. 
Looking at the telephone on your desk or lifting the receiver 
from the cradle doesn't mean you are communicating with 2 ne. 
You may get a busy signal after you give or dial the number 
We often treat an audience that way, scolding them, and they 
hadn't answered the telephone. You cannot talk to a room. Son·~one 
must answer the telephone before you give the message. An at.~ce 
must respond before you can get through to them. 
A crowded bulletin confuses and forbids. 
The power of the press and the power of advertising control the 
reading public through communication. They mold public opinion and 
after that anything is secondary. We must tap in on or plug in to the 
authority of that advertising. 
The speech form of communication is a high and noble art. It1 
helps to keep the wheels of industry rolling. 
Without you and other salespeople like you, our American economy 
would be at a standstill. 
The starting point of communicating with another person IS 
something of an equation. 
You, the speaker, are ready and willing, plus the listener, who IS 
willing to listen. 
The audience makes all the rules. How well do you know your 
audience? 
Keep your listeners thinking along with you. Don't tell them, ask 
them. When you ask a question, the audience replies silently or aloud. 
Do you ask questions? 
Talk in the style tailored to fit you. When David set aside King 
Saul's armor, he said, "I cannot go with these for I have not proved 
them." In his own meager raiment and armed with a sling-shot, he 
was ready to battle the giant. 
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Everyone needs some fun and relaxation now 
and then, and in Colorado they do it Western 
style. As part of a pay-off in connection with 
the recent Rail£ in Colorado Springs, a Chuck 
Wagon dinner ~as held in the beautiful and 
scenic Garden of the Gods near Colorado 
Springs. 
Good fun was· had by all, especially AI Elzer-
man, Promotion Sales Manager who was visit-
ing the Rocky Mountain Area. AI was "brand-
ed" as show;: in the picture on the right, there-
FROM THE ST. PAUL BRANCH 
Mrs. Eva Berggren, Branch Sales Manager 
in the Minneapolis Area, is both enthused 
and appreciative of the response she received 
from twenty-five hostesses recently when she 
decided to set a new record for herself by 
putting on a series of 'round the clock Stan-
ley Hostess Parties. 
"The cooperation of former hostesses 
and Dealers ·was wonderful," says Mrs. 
Berggren in a letter to Matt Forman, Central 
Region Sales Manager 
The parties started at midnight and con-
tinued for twenty-four hours until 1 00 a. m. 
the fo_l!o.wing day. Sales of $810.58 were 
tea]ized with sixteen bookings. Mr. Forman, 
after ·'talkin.g wit9J one of the guests during 
I' 
by making him an honorary member of the 
Chuck Wagon group. Judging from his ex-
pression, the brand was not too hard to take. 
Below is Lee Worrell, Western Region. Sales 
Manager and some of the pay-off winners who 
were served delicious steaks cooked over outdoor 
charcoal grilles. AI is in the picture, too, and 
appears to be sitting comfortably. 
Our thanks to Ray Parks, Rocky Mountain 
Area Sales Manager, who sent us these pictures 
of the Chuck Wagon festivities.,. , 
-. 
this series of parties, recruited her as a new 
Dealer. 
Mrs. Berggren will have no problem when 
she plans to hold a repeat performance as 
she tells us that several people have already 
approached her saying they are very interest-
eel and would like' to participate as hostesses. 
The picture at the left shows some of the 
many hostesses of this midnight marathon. 
Seated L-R Mrs. Loretta Murphy, Mrs. 
Kenneth Atkins, Mrs. Mildred Thul, Mrs. 
Cora Mikle, Mrs. Verona Marstad, Mrs. 
Elaine Jaworski, Mrs. Thad Novaczyh. 
Standing· Mrs. Audrey Jaworski, Mrs. 
Marcella Tretter, Eva Berggren, Branch 
Sales Manager Mrs. Phyllis Innis, Mrs. 
Roger Berggren. 
THANK YOU, MRS. GERMER 
Mrs. Ida Germer, a Stanley Dealer in the 
Reading Area, has this to say of Stanley Home 
Products, Inc. 
"There are so many things important to 
me I can't begin to put them on paper, 
but truly, my Stanley work means so very 
much to me. 
"I have achieved quite a bit in the five 
and a half years I have been selling Stan-
ley Products. Some of the wonderful 
things I have earned through Stanley have 
made me extremely happy: the educational 
and exciting trips to Westfield, and being 
at Stanley Park going through the factory 
my trips to Florida, New York, and Atlan-
tic City at the Traymore Hotel. All of 
these will be happy memories to me in later 
years to come. 
"I have earned so many nice gifts I 
couldn't begin to mention them all, be-
sides the money I earned selling Stanley 
Products that went into a new home, car, 
piano, hospital expenses, and things too 
numerous to mention. 
"Most important of all, making my work 
much more pleasant, are all the lovely 
people I met in Stanley. Most outstanding 
in my fond memories are those of Mr. 
Frank Stanley Beveridge who recently 
passed away, and our leaders, Miss Cath-
erine O'Brien, Reggie, and then our great 
Area Sales Manager, Johnnie Gerhart, and 
District Sales Manager, Mrs. Alverta 
Moore. I owe so much to all of them for 
what I consider my success selling Stanley 
Products. 
"Good luck to everyone in Stanley for 
years to come." Defeat is for those who acknowledge it. Anonymous 
PAT O'TOOLE OF 
HO·L Y CROSS LEADS 
OTHER COLLEGE DEALERS 
BY EXAMPLE 
Pat O'Toole ,began selling Stanley Products in 
the summer of 1956 when he was appointed as 
a College bealer from Holy Cross in Worcester, 
Massachusetts. ··;Pat came into the College Place-
ment Office one day with a friend who was con-
sidering selling Stanley Products. At the time~ Pat 
didn't think that he would be interested, howev.er, 
he changed his mind and began as a College 
Dealer late in June. 
Pat's home to~n is Chicopee Falls, Massachu-
setts, so he began selling in the Springfield Branch. 
He worked hard and took the suggestions of his 
Unit Sales ·Eeader, George Goose Gosselin, and 
in the Eiglith :r_eriod of 1956 Pat was the top 
Dealer in the Springfield Branch and was the 
highest in hi~ ' classification in the entire Spring-
field Area. He won a $225 diamond ring for his 
exceptionally good .~ork. 
Besides the diamond ring and other prizes 
which Pat won qas a College Dealer, he also aver-
"' aged well over $100 a week in profits during the 
summer. The l;llOney Pat made was important, 
but here's what. he has to say 
"I also found I was on vacation. Week-
ends were free, and I also found time for 
golf or r" imming during the week. These 
are-some -<>f t~tangible assets of being a 
Dealer Ho_:v.twer, Lfound there are -others, 
while rr,...,be less measureable, yet probably 
more vl.{.,.ble. Contact with helpful, success-
ful people is contagious. Moreover, direct 
selling is an advantageous experience for any-
one. Couple this direct personal selling with 
the invaluable fundamentals used by Stanley 
leaders, anci. you have a priceless course in 
salesmansh.ip.': 
This is only half the story because this last 
spring Pat was promoted to College Group Leader 
and his job became that of, not only putting on 
Stanley Parties, but also, of interesting other col-
lege students. He began to interest other college 
students at Holy Cross. whom he thought would 
make good .Coll~ge .Dealers. Pat brought these 
men together in a classroom at the college and 
told them about his experien<;iis selling Stanley 
Products .the year before. Whert classes were over 
for the ~ear these students in ,fat's Group scat-
tered from their college town of Worcester, Massa-
chusetts, and went to work'~; in their home 
Branches Boston, Springfield, Schenectady, Phila-
delphia, Houston, and New York. 
During the first part of the summer, Pat was 
stationed at Ethan Allen Air Force Base in Ver-
mont for four weeks of summer training. Pat is 
an Air Force ROTC cadet at Holy Cross, and 
upon graduation he will be eligible for appoint-
ment as a commissioned officer · i!). the Air force 
Reserve. 
Upon his return from summer camp, with 
the summer half gone, Pat immediately began 
putting on Stanley Parties, and even with this late 
start, Pat won a Gold Cup in the Eighth Period. 
In addition to his pe al profits from selling 
Stanley Products, Pat received a commission 
check. He made extra money because the more 
than a dozen Coli~ Dealers i~his Group were 
also active this summ r,'\.s a matter of fact, all 
of the College Dealers at's Group made good 
money and one of them, Martin Paul, also won 
a Gold Cup during August, the Anniversary 
Eighth Period. 
Stanley's College Division actuaily went into 
operation only two short years ago, and many 
r---- - - -- ----, 
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PATRICK J. O'TOOLE 
high school and college students have found that 
by selling Stanley Products on a part time basis 
while they are in school and full time during the 
summer, they can not only make very good money, 
but also gain valuable experience in talking and 
dealing with people. Pat O'Toole is only one ex-
ample of these successful College Dealers. 
The College Division has its own monthly bul-
letin, the COLLEGIAN, which is sent to all stu-
dents registered with the College Division in West-
field. The COLLEGIAN has items of interest to 
students the standings of College Dealers through-
out the country, and also information about spe-
cial College Contests and prizes. 
Stanley offers an excellent opport\L.tty for stu-
dents througheut the ·eeuntry tl)-make money and 
to gain valuable business experiencP ;r'P College 
Dealers and College Group Leader • f you are 
a student selling Stanley Products or considering 
selling Stanley Products, the College Division 
would be happy to place your name on their 
mailing list. You may write to the College Divi-
sion, Stanley Home Products, Inc., Westfield, 
Mass. 
£VEN A LEOPAT<P KNOWS BE PREPARED 
IIIO~f l.£fJPIIRDS 
VI£ STANLEY SWJT ~EIIIfJtG~ 
TIIAN AllY IJ1HE1t KIND 
W£ CHOW lmY DON'T'-BUT If TftEV COULD THEY WOULD L ________ ___ _j 
If a project is to be successful, long before 
it takes place many hours of hard work and 
preparation are spent taking care of details 
and final arrangements. When the Sales Man-
agers of the Cleveland Area had completed 
their plans for a bigger than ever Fourth 
Quarter they were able to take time out for 
a leisurely dinner at the Sheraton-Mayflower 
Hotel in Akron, Ohio. Shown in the picture, 
left to right: V D. Greeson, Ralph Martin, 
Harold Quay, Garnett Pugh Cleveland Area 
Sales Manager, R. R. Hiltabidle Wade 
Rhodes, Jess Terwilliger, Alberta Corder, Doris 
McNamee, David Dostal, and Jo Birt. 
The food was good and the plans are better. 
Watch out for the Cleveland Area! 
{ 
""-~-' ' c, 
' 
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If You Need A Motive To Work, Why Not--
STANLEY HOME PRODUCTS, Inc:. 
® 
WESTFIELD, MASS. 
' 1 
Dear Readers 
S 1s for Stan ey 
These products 
Anyth1ng can be 
New or o d i n t h 
are fine, 
found 
s 
Leave your orders 
Everything you can 
I i n e 
and see, 
You' I Se p 
·" /' 
I' 
with each 
buy. 
eased as 
product 
can 
you 
Poem by June Clark, 
be 
t r y . 
A Stanley Hostess in the Cleveland Area 
OFFICE OF THE EDITOR 
.• September and October have gone. The green leaves of the trees have turned to red and gold and brown, and the harvest time 
of 'he year culminates in Thanksgiving Day. Thanksgiving means different things to different people. Of course, some have more to 
be .thankful for than others, but everyone has something to be thankful for. Sometimes it is like the fable, ~'The Rooster and the Pearl." 
Tht rooster was strutting up and down the barnyard among the hens when suddenly he saw something shining in the straw. "That's 
for me," he said, and soon plucked it out. Alas, he found it was a pearl, but said, "You may be a treasure to men that prize you, but 
for me, I would rather have a single kernel of corn than a peck of pearls." 
PRECIOUS THINGS ARE FOR Tff SE WHO CAN PRIZE THEM. 
We, as Dealers and Managers, should be thankful during thisYliday time of year that we have the opportunity which Stanley 
has given us to make not only a good income, but also a better way of life for ourselves and for our families through t·he Fai'imns 
~tanley Hostess Party Plan. 
· We can be thankful for the wonderful line of products that w have to sell and the premJUms that we have to share with our 
hostesses. We can be thankful for the leadership that we have rn our Sales Managers, and we should be thankful particularly for 
our hostesses and customers who make our business possible. 
We have a Quality-Plus line of merchandise to sell. People have the money to buy Our customers like this method of merchan-
dising. We, as Dealers, like this method of selling. These are the four business blessings, some of the many for which we should 
• be thankful, but it is up to us to recognize them. 
PRECIOUS THINGS ARE FOR THOSE WHO CAN PRIZE THEM. 
Cordially yours, 
Graydon De Land 
Editor Stanley Standard 
KNOW YOUR PREMIUMS 
It is just as important for you to know your premiums as it is to know your 
products. When you show a prospective Stanley Hostess why she needs a premium, 
and how happy she will be with it, you have booked a Stanley Party. 
The neutral color of this Lucite Comb and Brush set blends well with any 
decor. Its simplicity adds beauty to your dressing table, and compliments the owner 
as a person of good taste. 
The brush has gleaming white bristles which are stiff yet comfortably invigor-
ating to your scalp. The handle is molded to fit milady's hand. 
Fine and coarse teeth are combined in a durable, long-lasting comb which draws 
easily through the heaviest of hair Both brush and comb are easily cleaned in warm, 
sudsy water and retain their sparkling newness for many years. 
Perhaps your hostess already has this handsome set and knows from experience 
what a joy it is for h air styling. Maybe she would like to earn another set by 
having a Stanley Party. The second one would make a charming gift to a friend 
for a birthday remembrance or for Christmas. 
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CLEVElAND AREA GOLD CUPS AND AWARDS 
R. R. Hiltabidle, Cleveland Area Sales Manager, sent us the 
accompanying photographs taken at the Sheraton-Mayflower Hotel in 
Akron, Ohio, where their Gold Cup Banquet was held this year . 
.. 
'Mr Hiltabidle says, "As always, this annual affair was well attended, 
and a great deal of t;xcitement and enthusiasm was in evidence. 
Cleveland Area Cup Winners and 1956 Sales Leaders were honored. 
In 'the evening a· lovely banquet was served, followed by entertainment 
and dancing. 
"Northcentral Region Sales Manager William A. Mai'er; his good 
' wife, Dorothy, Rochester Area Sales Manager, W W Hutchinson, and 
E. ··;1 'Ted' Samuel were guests. ' Bill, Hutch and Ted all gave most 
inspiring and informative talks." 
BILL MAIER• IN A JOVIAL MOOD AS HE 
CONGRATULATES GENERAL SALES MANAGER 
AWARD WINNERS. 
LEADING DEALERS FROM EACH 
BRANCH ARE RECOGNIZED. 
ABOVE: HELEN AND BILL WILSON, No. I UNIT IN CLEVELAND AREA 
FOR 1956; R. R. HILTABIDLE; AND IRENE SHARP, No. I UNIT MANAGER 
AND PERSONAL CASH LEADER IN AREA FOR THE lith PERIOD. 
LEFT: BEVERLY ANN HILTABIDLE; E. J. SAMUEL; BEA PATTERSON; W. A. 
MAIER AND HIS WIFE, DOROTHY; R. R. HILTABIDLE, AND HIS WIFE, 
KAY; AND JOHN NESBITT. 
RIGHT: AREA SECRETARIES, LEFT TO RIGHT: BEA PATTERSON, AREA 
SECRETARY; VIRGINIA WARD, AKRON; HILTY; AND JEANETTE BREN-
NAN, CLEVELAND W.S. 
MABEL J. DOBRY 
Mabel J Dobry, Gulf Coast Area Sales 
Manager, died suddenly on September 14. 
She was the wife of Meredith Dobry and 
mother of two sons, Robert and William, 
and one daughter, Deborah. 
DAVE DOSTAL AND PEARL "KITTY" MARTIN 
--..../ 
HILTY AND KAY HtLTABIDLE P-RESENT RQSES ANQ 
CONGRATULATIONS TO TOP UNIT SALES LEADERS. 
1'4, !J 
Mrs_ Dobry started selling Stanley Products in the Chicago 
Area in February, 1941, and progressively rose from Dealer to 
Area Sales Manager, the latter promotion being made in 1948. 
At this time she was transferred to the Gulf Coast Area, and since 
that time the Dobrys have made their home in Florida. 
..In life you need more things besides talents. 
During the summer pilgrimage in 1955, she was presented with 
her two-diamond Stanley Emblem. 
Mrs. Dobry was very successful in all phases of her work in 
the Stanley world. She had a very pleasing personality and made 
many friends wherever she went. Her visits here at the home 
office were always a pleasure, and she will be missed by her many 
acquaintances, both here and in the field. 
Things like tolerance. understanding and common 
sense... - Hack Wilson 
Z>a E~ Ltttte 7~ 7/eat 
1fJttt ~£# toee 'ln toeut '€~ 
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Almost everybody wants to have attractive, well-groomed hair When your 
hair looks well you feel more sure of yourself you are better prepared to meet 
the world with "a smile and have the world smile at you. 
Stanley- Home Products, Inc., recommends four simple steps to enhance the 
natural beauty of yourj hair and keep it looking its best. Counting the different 
styl~s of hairbrushes ahd combs, the Stanley line includes 35 hair care items. 
Every single person whp attends a Stanley Party, and every member of the family, 
IS a potential custome~·:;for some of these fine hair care items. 
• 1 
Daily bru~hing is important. Brushing polishes and cleans the hair, 
stimulates the ~alp . Beauty authorities agree there is no substitute for it. 
Well-designed ·sTANLEY hairbrushes are planned for different types 
of hair, and f9r men, women, and children. Wash brushes regularly. 
Clean, smooth combs are important. Well-made combs are kind to 
the scalp and ao not break hair Keep an extra comb on hand. 
Boys and girls like to have their own brushes and combs. Start 
good grooming habits early. 
2, 
~ 
Clean 1r:ess is the beginning of hair beauty. Stanley Home Prod-
ucts' fine shampoos lather well, rinse out readily, leave the hair shining 
clean. Follow with gentle Creme Rinse, which makes the hair more 
manageable. Use the Shampoo-Scalp Brush before and during shampoo 
to massage scalp and stimulate circulation. Stanley Shampoo Cup and 
Tube make it easy to put the water where you want it are especially 
good for shampooing youngsters' hair. 
New comfort and safety for children, and for anyone with fine hair 
and sensiti\le skin, comes with the new Junior Shampoo. 
No. 73 De Luxe Brush and Comb No. 90 Comb Cleaner 
No. 112 "Lady Catherine" Hairbrush No. Ill Flexible Military Hairbrush 
No. 93 All-Nylon Hairbrush No. 130 Man's Comb 
No: 643 Pink All-Nylon Hairbrush No. 456 Barber Comb 
No. 503 Pearlescent Hairbrush and No. 244 "Commander" Hairbrush 
Comb No. 250 "Admiral" Hairbrush 
No. 103 Nylon "Stanite" Utility Comb No. 169 "Cadet" Hairbrush 
No. 417 Lady's Nylon "Stanite" Comb No. 105 Nylon "Stanite" Pocket Comb 
No. 644 Lady's Pink Nylon Comb No. 580 Purse Hairbrush and Comb 
No. 104 Nylon "Stanite" Curl Comb No. 519 Pearlescent Junior Hairbrush 
No. 99 Handle Comb and Comb 
No. 571 Pink Purse Comb No. 161 Baby's Brush and Comb 
No. 332 Shampoo 
No. 78 Shampoo for Hard and Soft 
Water 
No. 114 Creme Rinse 
No. 54 Shampoo-Scalp Brush 
No. 224 STANLEY Shampoo Cup 
No. 177 STANLEY Shower Tube 
No. 152 Junior Shampoo 
~ ~~~~----------------------
A permanent wave means more than just waves and curls. A good 
permanent gives body to soft, limp hair; tames heavy, stubborn hair, 
and improve_s over-oily hair. Our Permanent Wave can be used three 
different ways to suit almost everybody's needs and wishes. Always 
follow directions. 
A touch of Hair Spray helps keep your hair in place, does not 
make it stiff. Helps your hair to stay pretty all day. 
"Chairman" Hair Dressing gives control, not greasiness. Increas-
ingly popular for men of all ages. 
No. 210 Permanent Wave 
No. 211 Permanent Wave Refill 
No. 202 Hair Spray 
No. 128 "Chairman" Hair Dressing 
No. 131 Travel "Chairman" Hair 
Dressing 
Literature To Help You Sell STANLEY Hair Care Items 
FOLDERS 
"Wonderful Brush Values For All the Family" 
is the title of the folder showing special prices and 
limited-time offers. Hairbrushes are especially 
popular gifts at Christmas. 
PRINTED IN U.S .A. 
CATALOGS 
All the good grooming necessities arc shown in 
full-color illustrations. Your friends can shop in 
armchair comfort for just the rig-ht products to 
fill their needs. 
LEAFLETS 
"How to Have Lovelier Hair" answers many 
questions about hair care, suggests becoming 
styles, and recommends daily and weekly care. 
Successful Dealers use leaflets generously. 
WHAT STANLEY CAN MEAN TO YOU 
A. W. ELZERMAN 
Promotional Sales Manager 
THOUSANDS OF PEOPLE 
HAVE BENEFITED MUCH 
BY TAKING ADVANTAGE 
OF THE STANLEY 
OPPORTUNITY 
F. E. GOODRICH 
Vice President in Charge of Sales 
Listed on this page are just a handful of success stories that we wanted to 
share with you. Though there are thousands of Stories like these, we wanted to 
give you tpis thumbnail sketch of the way others have taken advahtage of this 
opportunity. It is offered to anyone who wishes to accept it. 
-~ 
:-Foster E. Goodrich, Vice President in Charge of Sales, started as a Stanley , 
Dealer when a student to help pay his way through college. As the old adage 
goes,, "OUR GREATEST OPPORTUNITIES OFTEN LIE WHERE WE 
LE.~:ST EXPECT THEM," and little did Fos realize as a college student selling 
Sti"riley part-time that he was already started on his lifetime career. As you can see in reading through these, THERE IS AN OPPORTUNITY 
FOR ANYONE, ANY PLACE, AT ANY TIME TO TAKE ADVANTAGE 
OF THIS.OPPORTUNITY and pay off past obligations, buy new homes, buy 
new cars·, put>chjldren through college, and in short, MAKE GOOD AND 
MAKE MONEY 
Throughout his twenty-five years of service with Stanley, he has lived the 
life, step by step, from a part-time Dealer, to a full-time Dealer, Unit Sales 
Leader Branch Sales Manager, Area and Region Sales Manager and upward 
to his present position as VICE PRESIDENT IN CHARGE OF SALES. 
• 
You may sell Stanley as long as you wish and make as little or as much 
money as you n~d, and THIS COULD BE THE OPPORTUNITY THAT 
YOU HAVE- ALWAYS DREAMED OF WHAT HAVE YOU GOT TO 
LOSE? Remember, NOTHING VENTURED, NOTHING GAINED, AND 
IF OTHERS:CAN DO IT, SO CAN YOU. 
BECAUSE STANLEY HAS MEANT SO MUCH TO HIM, HE IS 
NATURALLY EAGER TO SEE MANY MANY PEOPLE ENJOY THE 
SAM~ BENEFITS AND BLESSINGS. FOS JOINS ME IN WISHING 
THAT HERE, TOO, YOU WILL FIND AN OPPORTUNITY FOR YOUR 
EVERY DREAM TO BECOME A REALITY - ~~~ 
MARION AND WAYNE RYAN 
MARY CHRISTY STEWART 
MARGARET McNEIL 
s s s s s s s s s s s s 
$35 f .. ADS TO STAN LEY CAREER 
·---To begin with, Stanley meant $35.00 to me I came 
into Stanley to buy Wayne a Christmas present with my own 
money. Well, it wasn't too long until Wayne left the dry 
cleaning business to join me since I was making more money 
than he was, and it is a wonderful way of life for us. 
We are now paying for our third home with Stanley earn-
ings and in the past eight years we have paid cash for eight 
cars. Another dream is coming true at present too. My son, 
Gary, is attending Pomona College in California, thanks 
to Stanley. 
However, much as I like the green folding stuff, Stanley 
has meant a great deal more to me in so many intangible 
ways. The friends and associates we have met through our 
Company are beyond price. We have traveled across the nation 
several times as guests of Stanley Home Products and have 
been places we never could have hoped to afford except 
through Stanley. 
As a person, Stanley has helped me a great deal. I believe 
this business has helped to develop me into a more pleasant 
and more attractive person. I feel prettier than I did eight 
years ago. 
And as a mother I have so much ·to be grateful for in 
this association. I have been able to give my children many 
material things through Stanley, but most important to me 
I can adjust my leisure hours to theirs, and thanks to my 
invaluable training I have learned to enjoy and value my time 
with my family. I often think of the phrase, "C'ne intense 
hour is worth a dreamy day." 
Stanley has given me, among other things, a deeper appre-
ciation of the things which God has given me. And alto-
gether, Stanley has meant everything from a $35.00 Christmas 
gift, to the very best and happiest kind of life. 
MARION RYAN, Seattle, Wash. 
"I WAS TOO ACTIVE TO RETIRE" 
I am 71 years old, and for 45 years taught in Pennsylvania 
schools. Seven years ago I was approaching retirement. I 
was too active to retire and I wasn't prepared to do other 
work. I received my teacher's certificate in 1909, and of 
course teaching was all I had known. I wondered what I 
could do. I was sure I could not sell in spite of the Branch 
Sales Manager's encouragement she quoted a Stanley 
song: "They had a heck of a time to make a Dealer out 
of me." 
I was hostess for eight parties before I agreed to become 
a Dealer. I ·went to see my doctor and asked him what he 
thought about this. Years ago his son had worked with 
Fos Goodrich (now Stanley's Vice President in Charge of 
Sales) and he told me he thought it would be a good thing 
THERE IS A NEST EGG IN 
Stanley gives me the feeling of security. There have been 
times that we wondered if we could afford this or that without 
hindering something else we wanted to do. Roy has always 
been a good provider but on his wages, we wondered if our 
son could have the things he wanted and actually needed in 
his school work. I also wondered what kind of a home we 
would really settle down with. 
Sta nley has answered all these questions and many, many 
more. We saw John's dream and ours come true when he 
graduated from a school of pharmacy. We gave him a choice 
of a new car for a graduation gift, and by the way, when I 
started selling Stanley, I had a ' 32 Chevrolet. Since then 
I have had two new cars and two new Station Wagons. I have 
certainly seen more of our States than I would have seen. 
for me, so I started and I have put on three, four or five 
parties a ~eek since then. 
Booking is easy for me I don't really know why. At a 
party recently, I booked four. I like people, and I never had 
any disciplinary problems as a teacher. Saltsburg is a small 
town of about 1,000 and most of my parties are with teachers 
I have worked with, form er students and their parents. If I 
had never made a cent selling Stanley Products, the experi-
ences in selling would have meant more than almost anything 
else in my life. I am a different person from the Christy 
Stewart I was before I became a Sta nley Dealer. I recently 
received my seven-year diamond service emblem and that 
was a happy moment for me. 
MARY CHRISTY STEWART, Saltsburg, Pa. 
THE BANK THAT SAYS--
Too I couldn't have won trips by working on the farm 
and in other jobs I held previously. 
There is big money to be made selling Stanley Products 
and luxuries can be enjoyed. Speaking about our home again, 
we have decided on a Ranch type built from Crab Orchard 
Stone. There isn't any site yet but there is a nest egg in the 
bank that says, "Most any time now, you can start." 
So when we stop to count our blessings, we should be 
thankful to the leaders of Stanley for giving such a wonderful 
opportunity to so many people. I am grateful to everyone who 
has given me a helping hand. I am sure I could never ac-
complish wha t I have without help, and I am willing to help 
anyone whom I can in this business. 
MARGARET McNEIL, Knoxville, Tenn. 
NOVELLA BEAM 
P~RL BALDWIN 
THE KEE\~ WITH DAUGHTERS 
DEBBIE AND DIANA 
LUCY AND JOHN CONROY 
BESSIE WILSON 
ELLA PETREK 
HAPPINESS AND SUCCESS SELLING STANLEY 
Before starting to sell Stanley Products, I worked in a 
textile mill in North Carolina. In the summer of 1956, 
I was hostess for a Stanley Party at which the Dealer booked 
two future parties. I had always thought I would like to be 
a Stanley Dealer, and when I found out how easy it was 
to get started, I quit my job at the mill and started putting 
on two or three parties a week. 
Though I came in just to put on a few parties a week, 
I went to a meeting and saw girls wearing orchids. When 
they told about the parties some had put on, I said to myself, 
"How can anybody put on 16 parties in one week?" I soon 
found myself running 10 and 15 a week and I have already 
had one week with over $1,100 in retail sales. I have won 
so many prizes you wouldn't believe it and my husband 
is so proud of what I have been able to accomplish. He helps 
me check and bag the orders and we really enjoy working 
together on them. 
STANLEY MAKES IDLE 
Pearl Baldwin was a personal friend of the Hiltabidles 
for many years and the evening that Mrs. Hiltabidle returned 
from the hospiital , Mrs. Baldwin was at their home to cook 
dinner for them. At that time, Mr. Hiltabidle told Pearl 
there was an opening and suggested that she become a Stanley 
Deiiler. This is what Mrs. Bit!dwin has· to say about Stanley: 
"l said yes and my Unit Sales Leader helped me book my 
first parties. · It has been a pleasure to see the Ak~n Branch 
grow from seven people when I started, to the l:i}.Isiness it is 
doing today. · 
"I love to sell the chemicals because I know, how much 
they help with housework and when demonstrated' well, they 
sell themselves. Stanley has a wonderful reputation in our 
community and the women at the parties help ie!l products 
to each other. 
Morning parties are the ones I like. I never stay more 
than an hour, and one of the secrets of my success has been 
the many parties I have booked to go on within three days. 
One of the first things I heard was that nobody would book 
on Saturday, but I put on four demonstrations almost every 
Saturday, at 2: 00, 4: 00, 6: 00 and 8: 00 p. m. 
I put on my first Stanley Party in October, 1956, and 
since have bought and paid for my own car and I have earned 
more money than I dared to dream about. I don't feel like 
I am working unless I put on 10 or 15 parties a week, but 
when I only put on five parties, I make as much as I used to 
in a week in my former job. I have so many wonderful 
hostesses. Everyone in Stanley has done much to help me 
succeed. This work has given me a world of self-confidence 
and I am not afraid to drive a car or go places alone, and 
it is wonderful to find out people like you. 
NoVELLA BEAM, Kannapolis, N. C. 
HOURS PROFITABLE 
"I am really proud because we have been able to accumu-
late a little money and some stock. I have one daughter. We 
sent her to college and she is teaching. My husband travels 
and is away during the week so my Stanley Parties give me 
entertainment as well as a means of making money. I think 
women hate being at home alone. In this work we have 
an opportunity to meet people, an opportunity to get out 
of the house, and something constructive to do. My husband 
often helps with the deliveries on week ends, and I share 
everything about the work with him so that he understands. 
"I did not drive at first but now I know how to drive 
and have my own car. I have had a lot of enjoyment with 
this work, and I wouldn't take anything for the contacts 
and the friends it has meant." 
PEARL BALDWIN, Cuyahoga Falls, Ohio 
A BETTER INCOME AND MORE FRIENDS 
I received my Stanley Sample Case on January 17 1946. 
On my first party, my sales were $23.18 and I lived through it. 
It soon became great fun putting on Stanley Parties and it 
has paid off well. As a matter of fact, some yean; I have 
made over $7,000 profit on my own personal sales. 
When I started to sell Stanley Products we lived in a 
garage house which I built myself and I am no carpenter. We 
saved some money and made a down payment on a new 
home in a new section. Later, we added a garage and breeze-
way to this new home which made it worth between $13 and 
$14 thousand. 
I very much appreciate the guidance I hwe received from 
Managers in Stanley through the years. I now appreciate the 
opportunity I have as a Branch Sales Manager to help others 
benefit from their connection with Stanley. I feel I have been 
fairly successful in the ten years I have been selling Stanley 
Products and I believe anyone with average ability and 
ambition can make a successful career in this business. 
I certainly do appreciate the opportunity that Stanley has 
given me for making good and making money. Stanley has 
been a blessing to us not only financially but also for the 
many, many wonderful friends we have made. 
DouGLAS KEENE, Escap~l-,a, Mich. 
"OH, CAN'T TALK TO PEOPLE" 
The idea of selling Stanley Products came as a shock to 
me and I said, "Oh, I can't talk to people, and besides, I am 
too busy. I iron clothes every spare minute." 
To which the Manager replied, "Why don't you try 
putting on one or two Stanley Parties a week?" 
While I was thinking over the proposition, one of my 
friends called to invite me to attend a Stanley Party. So I 
went to the Stanley Party to buy a mop. The Dealer was 
new and inexperienced, but surprising to me, the sales were 
pretty good, the hostess was pleased with her premiums, and 
everybody seemed to have a good time. I figured if she could 
do it I could too and so when I went home, I called the Stanl~y Manager and s~arted on my Stanley career. 
TEAMWORK 
I had been going to Stanley Parties for 12 or 14 years, 
and I had been saying I would like to have some work to 
do so when my husband saw an ad in the paper that a 
St~nley Dealer was needed, he said, "Why don't you answer 
this?" At the time, my three daughters were 5, 8 and 15 
years old and I wanted extra money for shoes, dre~s~s and 
pretty things for them. I did not plan to earn a hvmg 
just to make a little extra money. . 
Eight and one-half years ago when I rece1ved m~ sample 
outfit we were milking 16 cows a day and farmmg 160 
acres.' Without really trying to, I won a contest, and when 
I learned I could make even more money and win prizes by 
putting on a few more Stanley Parties, there was no holding 
me back. Three years ago we built a new house our 
Stanley home and a year ago my husband quit farming 
FINANCIAL SUCCESS 
I was born in South Texas, and in my childhood, I lived 
with just the bare necessities. I married and my husband and 
I moved to Fort Worth. I worked in a garment factory mak-
ing a small weekly wage. The work was hard, and the 
working conditions were poor. 
In 1943 I attended a Stanley Hostess Party which was 
my first contact with Stanley. At this party the demonstrator 
asked me to become a Stanley Dealer. After a few days 
thought I accepted the offer. My first week's profits were 
$70.51.' Through my amazement at these profits, I decided 
to make Stanley my full time career. 
At this time my family and I were renting a three room 
house and driving a dilapidated automobile. My first aim was 
My husband John has always cooperated with me and is 
very proud of my success. My average has been especially 
good and I have managed to average five parties a week with 
net profit of over $100 a week to me. My three children all 
go to parochial schools which was one of the reasons why I 
wanted extra money all three of them enjoy helping out, 
too, and Betty Lu's special job is to put on stickers and stamp 
the literature. We bought two new cars since I started selling 
Stanley Products and we are buying a bungalow. 
Stanley has made me a better speaker and I have learned 
how to get along better with people. I really believe selling 
Stanley Products has helped me in my relationship with 
my children. 
Lucy CoNROY, Jersey City, N.J. 
PAYS OFF 
because we could make more money together selling Stanley 
Products. My daughters also have enjoyed helping me in 
many ways. 
I Jove to meet people. I have a brother who is a minister, 
and this may seem strange to you, but I feel my work is a 
kind of ministry too. It is good to teach women to play again, 
to enjoy living once more, to have a good time as we go along. 
The products I like best are the ones which save you work 
so you can have time to enjoy life. I remember my grand-
mother saying she fought dirt all her life, and there is still 
dirt today. What we need to do is to get some enjoyment 
out of life as we go along. Needless to say I am enjoying 
life very much through my connection with Stanley. 
BESSIE WILSON, Galveston, Ind. 
IN STANLEY CAREER 
to purchase a new automobile and home. After this my aim 
was the future security of my family and myself. Through 
the full cooperation of my family, I helped to build a financial 
success that our family has never known, such as a new home, 
a new car, and stocks, bonds and securities in the bank. My 
son wanted a medical career in neurosurgery and this has 
been made possible through the security I have acquired by 
selling Stanley Products. My thirteen year old daughter is 
very happy because she has everything she needs. 
I am thoroughly enjoying this business and I appreciate the 
help I have received from my management as I have climbed 
the Stanley ladder of success. 
ELLA PETREK, Springfield, Mo. 
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Why have U.S. women entertained friends 
and neighbors with more than 20,000,000 of these 
exciting home-shopping affairs to date? 
EN WOMEN, DRESSED as 
though they had just 
stopped housework for a 
moment ro drop in for a 
cup of coffee with a next 
door neighbor, are seared in 
~he living room of a modest, ranch- type 
home. Two little toddlers, a boy and a girl, 
amuse themselves upon the floor. The 
women apparently all know one ano ther, 
for they call each other by first names. In 
the center of the group srands a woman who 
knows all the first names, too. Obviously, 
she belongs to this circle of friends. Beside 
her on a table is a display of products. 
Leaning against rhe tab le are various long-
handled items: brooms, different types of 
mops, etc. She picks up one of these and 
asks: "How many of you girls have this 
wonderful 'Amazo' Mop? It absorbs water 
like a thirsty camel and when you use it on 
your floors they sparkle plenty." 
The group of women shopping at ease in 
this hospitable home are attending a famous 
Stanley Hostess Parry. The woman dem-
onsrraring the "Amazo" Mop is an inde-
pendent Stanley Dealer, a wife and mother 
living in this neighborhood, who makes 
substantia l sums of money each week in 
chis pleasant manner to add to family 
tncome. 
* * * 
The above is typical of what goes on at 
Stanley Hostess Parries each day in prac-
tically every community all over the U.S. 
and in Canada, Puerto Rico, Hawaii, Alaska, 
Mexico. These Parti es take place in every 
type of home from cottages and small apart-
ments ro those in the rich suburbs of big 
cities. They are generally arrended by any-
where from six to a dozen guests who gather 
at any hour convenient to the hostess. There 
are breakfast parties, mid-morning parties, 
luncheon parries, mid-afternoon parries, 
evening parties. 
Stanley Hostess Parties are by far Ameri-
ca·s mos t popular in-the-home shopping 
parries. About twelve thousand are now 
given by Stanley Hostesses each day. M ore 
than 20,000,000 have taken place in the U.S. 
alone since 1939, the year Stanley originored 
this famous Hostess Party Plan. Shopping 
at Stanley Parries is now as accepted a way 
for the homemaker to_ get many types of 
needed supplies as is the buying of gro-
ceries, meats, drugs, etc, from the stores 
of other respected local merchants. 
Women like the fun they have at Stanley 
Parries. They like the welcome break in 
the day's routine of housework. They like 
the convenience, the informality. They like 
the friendly Stanley Dealer who helps rhe 
hostess see rhat everyone has a good time 
and who demonstrates many of Stanley's 
more than 250 housekeeping and personal 
grooming aids under actual use conditions. 
And, of course, women like the superior, 
Quality-Plus value of Stanley Products 
themselves. Mops, brooms, 
brushes, dusters, waxes, pol-
ishes, cleaning chemicals, 
moth preventives, many other 
products to help save rime 
and work in keeping rhe home 
cleaner, more sanitary, more 
beautiful, roilene articles for 
women and children, toilet-
ries for men, bath accessories, 
products to enhance feminine 
skin beauty, shampoos, per-
manent wave sets, tooth-
brushes, toothpastes, mouth 
refreshers, personal and cloth-
ing brushes , vitamin food supplements, a 
wealth of other items to guard the health 
and improve the appearance of every mem-
ber of the family. The top price of any of 
these cleaning and roiletry items is rarel y 
more than $3.95. Even so, women purchased 
many millions of dollars worth of these 
products from Stanley Dealers at Stanley 
Parries in 1957. 
Stanley Hostesses for their cooperation 
are rewarded by Stanley Dealers from a 
wide choice of valuable Premiums. M any 
Hostesses entertain frequently this way. 
Many Stanley Hostesses, roo, eventually 
themselves become Stanley Dealers . In fact, 
of Stanley's present part-time and full-rime 
independent Dealer force of many thou-
sands, approximately 80% of the women 
D ealers are former Hostesses or cusromers. 
Among Stanley Dealers , of course, are many 
able men building for themselves perma-
nent and profitable businesses. 
To become a Stanley Dealer one needs 
no previous business experience. Neither 
age nor sex is a bar. Ambition, the willing-
ness to work, a good reputation and a real 
liking for people are sole qualifications. 
Each Stanley Dealer is actually an inde-
pendent dealer in the fullest sense of rhe 
word. Each buys from Stanley at wholesale 
and sells to Stanley Parry guests at retail. 
What a Dealer makes depends upon in-
dividual ability, energy and the rime he, or 
she, is able or willing ro invest. Parr-time 
Dealers make from $35.00 to $100.00 and 
upwards a week, full-rime Dealers $100.00 
and more weekly. The sky's the limit as 
some Dealers who have climbed up the 
Stanley ladder to become managers have 
good reason to know. Not a few of these 
Stanley managers are among America's top-
earning sales executives. 
Stanley was founded in the 
depth of the Depression of 
1931 by the late Frank Stanley 
Beveridge, a pioneer in direct 
selling, and by Miss Catherine 
L. O 'Brien, Stanley 's present 
president and one of the 
nation's foremost women 
business leaders. From the 
first, a fundamental policy of 
this business is that expressed 
by a quotation you'll find 
printed upon the millions of 
boxes which today carry millions of Stanley 
Quality-Plus Products into millions of 
homes. The quotation reads, " There is an 
honor in business which is the fine gold of 
it; that reckons with every man justly ; that 
loves light: th at regards kindness and fair-
ness more highly than goods or prices or 
profit." 
For information about how to give a famow 
Stanley Hostess Party or how to become a part-
time, or full-time Stanley Deafer with a per-
manent and profitable business of your own, 
phone 01' write your nearest Stanley Home 
Products office, or write direct to Stanley's Main 
Office, Dept. RD, Westfield, Massachusetts. 
Stanley Home Products, Inc., Westfield, Mass.; 
Stanley Home Products of Canada, Ltd ., London, 
Onr.; Stanhome de Mexico, S.A. De C.V. , 
Mexico City , Mexico. (Copr. 1958 Stanley 
Home Products, Inc.) 
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brush man 
BJr David R • .Lind&aJr 
He took ·the house-to-house 
salesman's fdot out of 
the customers door 
Describing his employer, Alfred C. Carl] 
Fuller, founder of the Fuller Brush Co., an ex- -
ecutive once said: ''I've spent the better part of 
my business life keeping the boss from giving 
the company away." In a sentence, that sums 
up Dad Fttller's ideas of selling and of life. By 
devoting hims~lf full time to seeing that people 
he sold to or worked with got a better than even 
break, he built a business that grew from a first-
year gross of $8,500 to an annual volume today 
of $100 millio~, almost all of it in small sales 
by house-to-house salesmen. 
When he left ·his "family's Nova Scotia farm 
for Boston, Mr. Fuller was less than 20 and had 
no idea of what he'd do. He was fired from his 
first two jobs a~ the third he left under a 
mutual non-aggression pact with the boss, an 
older brother. Then he tried selling brushes for 
a small concern .another brother had started. 
"I began without much prepara-
tion and had no special qualifica-
tions," Fuller said long afterward, 
in characteristically diffident fash-
ion, "but I discovered I could se~ 
those brushes." 
Realizing that women home 
alone during the day might be 
fearful of strange salesmen, Fuller 
decided it was best to reassure 
them when they opened the door 
by taking a step backward instead 
of forward. Neat dress, he rea-
soned, also helped. And he hit on 
another psychological trick-giv-
ing every prospect a present, 
whether or not she bought any-
thing or even invited him in. 
After he'd been selling brushes 
for a year he'd saved enough 
money $375) to start in business 
for himself. Another brother pre-
dicted he'd go broke. "I remember 
what I said to him," Fuller recount-
ed decades later. "I said, 'Well, any 
product that can be made as 
When met at the door, the first 
Fuller brush man took a step back. 
( 
cheaply as those twisted wire 
brushes and can be sold as easily as 
they can must be a good thing. " 
A strong, tall man ( 6 feet 2 and 
well over 200 po_unds ) , Fuller had 
a farm boY's experience with im-
provising tools and machinery 
With a device he designed himself 
and had built at a local machine 
shop, he began cranking out by 
hand twisted wire brushes at 
night. Daytime he used for selling. 
In ·1906 he went to Hartford and 
started his Capitol Brush Co. there, 
later changing the name to Fuller 
Brush Co. because there was 
another company in the field 
named Capitol. Company head-
quarters and Fuller's home have 
been in the Connecticut capital 
ever since. 
In the beginning Fuller was on 
the road a lot, selling and also hir-
ing representatives. By 1910 he 
had 25 salesmen and 6 men work-
ing in the plant in Hartford. (The 
second man he hired, Phil Colturi, 
is still with him, heading up the 
materials preparation depart-
ment.) The big change from a 
small business to a big one came 
in 1911, when Fuller placed an ad 
in Everybody's magazine. He was 
astonished months later when he 
was suddenly inundated with re-
plies from would-be brush sales-
men all over the country 
"It would have been presump-
tuous of me to have started out 
with plans for a big company," 
Fuller told a friend not long ago. 
"I don't suppose you could have 
found anyone who was less quali-
fied from the standpoint of experi-
ence and training to run a big bus-
iness than I was up until1915." 
From the very beginning, Dad 
Fuller, as he is referred to in his 
company though. no,t .w. his fac~), 
felt very strongly his responsibil_ity 
to his company and to his custom-
ers. "The key to selling something," 
he remarked not long ago, "is prov-
ing that it's everything that it's sup-
posed to be to justify people buy-
ing it in the first place. The ele-
ments that make for a successful 
program of salesmanship are in 
the product and in the service. A 
business has to have a character, 
and that character is a matter of 
the service you can give. Any half 
dozen people you asked about the 
success of this company would 
give you a different answer, but if 
you get down to the question of 
the customers, those customers 
have to be satisfied. To me that's 
the fundamental point." 
In the beginning, Fuller hired 
all his salesmen personally Later, 
of course, as the company grew, 
they were hired by district repre-
sentatives he had picked. But all 
of them still reflect Fuller's quiet, 
considerate approach. "It's remark-
able," he has pointed out, "that we 
were able to get as manY. good peo-
ple as we did. We reach 200,000 
homes every day in the year, speak-
ing conservatively These individ-
ual dealers [there are more than 
7,000 of them] have to be accept-
able to the customers or they 
Present president of the 
Fuller Bru!ih CQ. is A. Howard 
Fuller, who originated the 
catalogne which dealers now use. 
wouldn't continue to see them 
I think we've done more to train 
and educate salesmen than any 
other company in the country " 
Ii:l'the Fuller Brush Co.'s 52-year 
life, door-to"door selling which 
started as a · disreputable occupa-
tion, has become a highly respect-
able calling. A.nd among the thou-
sands of gr;,:touates of the Fuller 
enterprise today' are top business 
executives, well-known politicians, 
, ,. and leaders in several other fields. 
-~ ,' 'Billy C?anam, the evangalist, is a 
former Fuller brush man as are 
Cecil Underwood, Governor of 
West Virginia; Red Motley, pub-
lisher of the Sunday newspaper 
supplement, Parade; and Deane C. 
Davis, formerly a judge and now 
the President of the Mutual Life 
Insurance Co. 
The backward step and the gift 
are still part of the Fuller sales 
technique, but the Fuller brush 
men th~mselves have changed. 
Only a dozen years or so ago, the 
composite Fuller dealer all are in-
dependent businessmen or dealers, 
not employees earned about $70-
$80 a week. Today their income is 
generally around twice that, and 
some average better 'than $200. 
Most are in their middle or late 
30's, married, have 2 to 3 children, 
are active in community affairs, 
and drive a station wagon (one in 
Alaska drives a dog sled). Unlike 
the prototype, most of them have 
graduated from high school and 
many from college. 
The philosophy of stepping 
backward and going out of their 
way to be helpful to customers has 
led some of Dad Fuller's men into 
amusing and not-so-amusing pre-
dictaments. There is one story told 
around the company of the dealer 
who was asked, almost as soon as 
he'd be~n invited inside the door, 
whether he'd had any experience 
baby sitting. Before he realized it, 
he was minding the baby, and he 
wasn't relieved for several hours. 
Several Fuller brush men have 
been bitten by dogs, a hazard they 
face with stoic composure, and 
without recourse to legal action. As 
a matter of practice, they pick up 
packages which may be outside the 
f door and hand them to the house-
wife, and some have pitched in to 
( 
help delivery men move large 
crates, and, on one occasion at 
least, a dealer aided the movers 
with a spinet piano. 
Although they are uniformly 
considerate of their hostesses, they 
are not eager td stay and chat. For 
many years, Dad Fuller made it his 
business to go around the country 
visiting dealers and learning about 
their problems. Without ever study-
ing business formally, Mr. Fuller 
perceived two of the basic princi-
ples: delegating authority and 
making your associates feel that 
their welfare is a major concern of 
the company. The delegation of 
authority came easy because, as 
Mr. Fuller has often said, he is not 
interested in detail, much prefer-
ing to roam around and poke into 
whatever aspect of the business 
seems to need help at the moment. 
Making dealers feel that they were 
one of his principle considerations 
also came naturally to him. From 
the beginning he tried to find ways 
to increase their earnings. It was 
obvious very early that the more 
calls they made, the more money 
they'd be able to earn. That meant 
that visits had to be kept short. 
After World War II, when deal-
er earnings seemed to be lagging 
somewhat, Howard Fuller, Dad's 
oldest son, who succeeded him as 
president of the company, came 
up with one solution to the time 
problem. It was to use a catalog. 
By making a very short call first 
just to leave the catalog, and then 
returning later, the salesmen could 
cut down their total time with cus-
tomers to five minutes or under. 
No longer did they have to dem-
onstrate and explain the whole 
line; and the line itself could be 
greatly expanded with such repeat 
items as cosmetics and household 
chemicals. Of.th~ in,C):,f~!'l in sales-
men and company) earnings 
which these changes have broright, 
Mr. Fuller once said with a dry 
smile, "If they didn't make more 
than they used to, we wouldn't 
have any dealers now." 
The way the Fuller wople feel 
about the head of their company 
is shown whenever he takes a tour 
of the large, ivy-covered plant in 
Hartford. The faces of the older 
employees, who have known him 
well, light up when he comes near 
them, and they reminisce briefly 
with him about old times. On a 
recent tour Mr Fuller stopped to 
chat with two other oldsters who 
were twisting up brushes with a 
hand-operated device similar to the 
one Dad started the business with. 
Also in the room was a bank of 
automatic machines which do the 
same job faster and more cheaply. 
But as long as there are some of the 
hand workers with the company, 
the hand machines will be used. 
A few years ago when there was 
a birthday party for Mr. Fuller on 
the West Coast, 450 dealers from 
hundreds of miles around came in 
with their wives at their own ex-
pense to cheer Dad. 
Recalling the past not long ago 
with other veterans, Phil Colturi 
described how Mr. Fuller took care 
of his employees during the de-
pression. The plant was operating 
on part time then, Phil said. "To 
keep the work week from dropping 
even farther, Mr. Fuller changed 
the production schedule to make 
more of the brushes ·.that took a 
lo'ng time to finish. Back in the 
20's, he put in a bonus system l,ong 
before most people had heard of 
them, and even before there were 
any unions in the field." 
The old man, Phil added, was 
always all work. "Almost anyone 
else you can have a long conversa-
tion with, but with him when you 
have a conversation it's not long 
before he brings it back to busi-
ness. Anybody that gives as much 
as he did and works . as hard-16 
and 18 hours a day-deserves to 
be a success." 
For his part, Dad says "That's 
one of the great advantages of 
being brought up on a farm. You. 
learn that life is a serious business." 
Today, at the age of 73 and after 
four decades at the head of a multi-
million dollar business, he still does 
not live the life of a tycoon. Al-
though his pink stucco house in a 
suburb of Hartford is comfortable, 
it is no mansion. When he's home, 
he answers the door himself and 
always drives his own car. Pnictic-
ally every summer he goes back to 
work on the family farm. 
"Human relations," he likes to 
say, "are what built the Fuller Co." 
When writers ask him for inter-
views, Mr. Fuller tries to ducr 
them, \>ecause he can't understan 
what he can offer them. To one he 
said; "When you read the life his-
tory of someone, you find all kinds 
of anecdotes and stories. But in 
my own life, I can't see enough un-
usual events. Though I suppose 
everyone is interested in a success 
story and it is that. 
"Why am I here in this office? If 
I were to try to put my finger on it, 
I'd say first of all it was because I 
had an honest purpose in life. That 
extended into the activities and 
work of other people. I had a genu-
ine interest in seeing the other fel-
low had an opportunity and I say 
this in all humility-in seeing that 
he had the opportunity to work out 
any ambition he had. Instinctively 
or by nature, I happen to have cer-
tain qualities that attracted people 
tome. 
"To make a long story short, if 
I can make everybody happy-cus-
tomers and all the other people-
then I have a positive situation." 
Phil Colturi listening in, whisp 
ered, "You won't ever meet a better 
gentleman than that." . 
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The present issue of the Brush Off is devoted to the cele-
bration of the Company's Golden Anniversary. During our 
first fifty years we have enjoyed a period of growth and 
development, as a result of which our Dealers have steadily 
increased both their individual sales and average earnings. 
In looking toward the future, it is readily apparent that 
everything possible must be done to continue this kind of 
progress. 
At the present time, we are primarily preoccupied with 
the problem of developing a method of supplementary cov-
erage which will, in effect, tie the customer closer to the 
Dealer organization than has been possible heretofore. Due 
to such problems as "not at homes", a great many people 
who enjoy otherwise satisfactory service fail to see a Dealer 
over an extended period of time. This is not such a serious 
problem with respect to the sale of certain products such as 
mops and brushes, which have a relatively long useful life, 
but it has made it impossible for us to give our customers 
first-class service with repeat items such as the aerosols and 
the cosmetic line. 
Our problem, therefore, is to develop a supplementary 
method for keeping in contact with customers who are 
using our repeat items, and who will not have an oppor-
tunity to see a Fuller Dealer again before the product has 
been used up and she is forced to purchase some competing 
brand. 
Al Hurley, the Hartford Branch Manager, is currently 
experimenting with a telephone service which involves the 
use of women assistants who call up customers some four 
or five weeks after they have been previously contacted by 
the regular Dealer, in order to ascertain whether they re-
quire any replacement items. In addition, this program 
takes care of the "not at home" customers who may have 
received catalogs but who are not subsequently contacted 
by a Dealer. Results so far indicate that a considerable 
volume of business can be made available in this way with-
out interfering with the Dealers' regular coverage. It also 
50 
Years of Development 
A Future of Progress 
by President Fuller 
• • • 
appears that the customers appreciate, rather than resent, 
this kind of supplementary contact which employs a low 
sales pressure technique. While this telephone program 
shows great promise at the present time, there are certain 
economic problems involved which must be satisfactorily 
solved if we are to enjoy a widespread success with this 
particular approach. It is, of course, essential that such a 
program shall not interfere with the regular activities of 
the Dealer, nor involve the Field Manager with additional 
duties and responsibilities. 
Fortunately there seem to be an unlimited number of 
women who could be recruited into this program, because 
it is possible for them to work entirely at home and they do 
not have to handle and deliver merchandise, but are simply 
engaged in obtaining orders and appointments via the 
telephone. 
Generally speaking, the success of a sales promotion of 
our type is dependent upon the continuous improvement of 
the methods involved. This is true of all types of merchan-
dising today. There has been rapid development in other 
fields such as the super-market, many kinds of automatic 
vending machines, and in the department store field the use 
of mail order catalogs during the holiday season and the 
provision of a telephone shopping service within the store 
itself. It is apparent that we must keep abreast of these 
trends if our own operation is to remain in a healthy condi-
tion and, therefore, is essential that we make every possible 
effort to further the development of our own program. 
In recent years, such techniques as the use of catalogs 
together with delivery and cataloging assistants, has served 
to greatly increase the average sale per active Dealer and, 
at the same time, substantially increase Dealer earnings. 
Continued success is dependent upon our ability t o 
further develop and improve the efficiency of our particular 
method of merchandising so as to bring improved earnings 
and greater security to the men in the field handling our 
product. 
President 
THE BRUSH OFF 
BILL HOWARD 
LONG BEACH FIELD MANAGER 
ROUNDS OUT THIRTY YEARS 
WITH COMPANY 
Quiet spoken, mild mannered Bill Howard, Field 
Manager of the Orange Empire Section of the Long 
Beach Branch, is a veteran of thirty years' associ-
ation with our Company. Since assuming command 
of the section in 1947, Bill has shown continual 
increases each year. 
For the fir st seven periods of this year, Bill's 
section sales totaled $169,056 with an average sale 
per dealer to date of $1288 per period. This 
represents an increase of approximately 10o/o over 
the similar seven periods of last year. 
Born in Independence, Missouri, February 16, 
1900, Bill migrated t6·California with his parents 
in 1909, where his family engaged in farming. 
After his elementary education in Merced, Cali-
fornia , he worked as an electric sub-station operator 
for three and one-half years. After his marriage, 
he and his brother leased and operated a dairy 
for more than a year. 
It was at this time that he investigated the grow-
ing opportunities of a Fuller Dealership and he 
was appointed and given a territory 115 miles long. 
In 1930 he met R~y "Frame, Los Angeles NS 
Branch Manager, who explained the advantages of 
becoming a Field Manager. Shortly thereafter Bill 
found himself in charge of the Redwood Section in 
Northern California, which consisted of 8 counties 
in an area more than 350 miles long. Redwood 
soon developed into one of Western District's lead-
ing sections under Bill's guidance. 
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In 1945 Bill returned to Orange County in the 
Long Beach Branch as a dealer and within two 
years was appointed a field manager. Since 1947 
he has worked under the guidance of Long Beach 
Manager Harold 0. Wright. 
Bill says, "In developing my section I try to 
find out what a man's ambitions are and help him 
to obtain them. It is a pleasure to give every assist-
ance possible in accordance with Clause 4 of the 
dealer's contract. If the dealers request it, I provide 
a written outline of each phase of the work. I am 
always available to them whenever they need assist-
ance possible in accordance with Clause 4 of the 
catalogs and gifts to develop high averages." 
Bill goes on to say, "I owe a lot of thanks to my 
assistants who have helped put the Orange Empire 
Section up among the leaders and to my wife, 
Jessie, who has acted as my efficient secretary. She 
has been able to devote more time to our job since 
our daughter, Eleanor, and sons, Bill and Donald, 
· were married." 
Harold 0. Wright, Long Beach Branch Manager, 
says, "It is a real pleasure to be associated with 
Bill in the Fuller Brush work. He is sincerely 
interested in the welfare of every dealer and goes 
to great length to see that a new dealer gets off 
to a good start. He takes a lot of pride in the accom-
plishments and progress of the men and has had 
several dealers promoted to Field Manager from 
his section. He is proud of his section and so are 
the dealers in it." 
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HONOR 
190& ELE 
DISTRICT 
WESTERN · • • • • 
NEW YORK. • • • 
CHICAGO • • • • 
BOSTON • • • • • • 
CANADA. • • • • • 
MIDWESTERN • • • • 
SOUTHERN • • • • • 
INDUSTRIAL • • • • 
4 THE BRUSH OFF 
VENTH PERIOD 195& 
1GOALS 
• • • • $1,725,000 
• • • • • 1,400,000 
I 1,350,000 I • • • • • 
• • • • • 1,275,000 
• • • • • 1,200,000 
• • • • • 850,000 
• • • • • 550,000 
t 
700,000 I • • • • • 
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FORMER CONSTRUCTION WORKER NOW 
LEADING DEALER IN CHICAGO NW 
The A liprandi family - Liz, Herman, Peggy, 6, and Mary, 9 . 
Ch icago Northwest Branch's leading dealer, 
Herman Aliprandi, sold his first Fuller brushes on 
a part-time basis hack in 1949 in order to supple-
ment hi s income as a construction worker. After 
a few periods he decided he couldn't do justice 
to both jobs, so he went hack to construction work. 
But five years later, in early 1954, he decided 
that the irregular income from work which was 
not always steady was rather dissatisfying. Recall-
ing the ease with which he had sold Fuller products, 
and remembering the a ttractive profits, he again 
applied for a dea lership in the Chicago North-
west Branch. 
Branch Manager Ralph W. Carter explained to 
him the great improvement in the business during 
the previous years, and as Herman heard o£ the 
catalog plan , the new cosmetic line, delivery help, 
Hetman Aliptandi 
a\ferages more 
than $2,000 
per period. 
and the other Company programs set up to help 
the dealer, he decided that the dealership was far 
more attractive than when he had originally started . 
His total sales during his first year in the business 
in 1954 amounted to $25,473, and he placed 
second in the entire branch. Like other successful 
dealers in Chicago Northwest, Herman has a full -
time delivery man and catalog help, which enables 
him to sell six days a week. Today, two and a half 
years after becoming a dealer, the Aliprandi family 
has moved into a new ranch home. 
Herman's territory lies on the northwest side of 
Chicago and he is now covering it for the fourteenth 
time. He attributes a great deal of his success to a 
fine cooperative wife and the splendid leadership 
of the nation's number one field manager, Herb 
Benson. 
THE BRUSH OFF 
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1955 
1st per iod . $2037.98 
2 nd II 1836.21 
3 rd II 2757.75 
4th II 1872.31 
5 th II 2053.50 
6 t h II 1934.14 
7 th II 2052.53 
8 t h II 2017.44 
9 th II 1856.20 
l Oth II 1816.01 
11th II 3408.40 
12 t h II 1801.79 
13th II 1665.44 
TOTAL $27,109.73 
1956 
1st period • $2001.94 
2nd II 1801.00 
3rd II 3028.12 
4th II 1818.53 
5 t h II 2002.06 
6 t h II 2025.21 
7 t h II 2126.17 
8 t h II 2000.93 
II 
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Carmen Serignese, Fuller Club President and Mrs. Fuller watch 
"Dad" Fuller as he cuts the anniversary cake. 
Participating in the presentation of gifts to Dad Fuller 
were - Left to right, Nelson LaMonica, President of the 
Foremen's Club, Carmen Serignese, President of the 
Fuller Club, and Walter McCusker, President of Local 
18919 A. F. of L. 
honored at 
TESTIMONIAL 
DINNER 
The factory and home office employees of the 
Company honored Dad Fuller on the occasion of 
his fift ieth anniversary by attending a testimonial 
dinner sponsored by the Fuller Club. 
The dinner, held May 16, in the neighboring 
town of Windsor, Connecticut, was attended by 
hundreds of Fuller employees. The Fuller Club 
presented Dad Fuller with a beautiful new lounge 
chair for his newly-redecorated office. The Fore-
men's Club presented him with a black onyx desk 
set and the Union equipped his office with a console 
television set. 
THE BRUSH OFF 
PRESIDENT 
HOWARD FULLER 
~~DAD'' FULLER 
On AprillO, 1906, The Fuller Brush Company was 
founded. On April 10, 1956, President A. Howard 
Fuller had the pleasure of presenting the only fifty-
year service pin in existence to his father, Alfred 
C. Fuller. As Dad Fuller received the diamond-
encrusted emblem symbolic of a half-century of 
service, he said: " I recall 50 years ago today very 
clearly. I had just shipped my small hand twister 
to 78 Park Street in Hartford and prepared to go 
into business. 
"When I was only 20 years old, I found that I 
could sell brushes. After one year of selling them, 
I decided I could make them myself. So I went to 
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work- I didn't have to go to school because I 
found making brushes was a pretty simple business. 
"In those early days I did not have much capital 
and not much machinery and I had no idea the 
business would grow as it did. I am convinced of 
one thing- the business could not have developed 
unless it had served a useful purpose. 
"Housekeeping is a business concern to all house-
wives and inadvertently my products fitted right 
into the picture. I seemed to have recognized the 
need and filled it. I do not attribute the major part 
of this success to myself- it was done by a team 
of wonderful men like you who all fitted into the 
picture." 
9 
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200 DEALERS TO ATTEND 
NATIONAL MEETING IN ARIZONA 
During the llth Period the names of approxi-
mately 200 dealer assistants from all parts of 
the United States, who will attend the 13th Na-
tional Convention to be held in Phoenix, Arizona, 
will be announced. This colorful and informative 
meeting scheduled to be held November 11 , 12 
and 13, will bring together nearly 200 eligible 
dealers together with branch and field managers 
from Western District and many managers from 
other districts. 
Eligible dealers who are selected to attend 
will be housed in the luxurious Westward-Ho 
Hotel, which will serve as headquarters for this 
national meeting. Following a social get-together 
on Sunday evening, November 11, those in attend-
ance will participate in informative business ses-
sions scheduled for Monday, November 12. Mon-
day's activities will be climaxed by a social hour 
and a banquet. 
Qualifications for selection to attend thi s meet-
ing, with all expenses paid, are as follows: 
l. The dealer must have been with the Com-
pany on or before November 3, 1955. 
The Hotel Westward 
Ho, headquarteB for 
the 13th National 
Convention. Scenes of last year's meeting. 
2. His sales must have averaged $1,100 retail 
or more per Period since the first Period of 1956. 
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. the date · the 
rolloWlng .l followlng 1- r anu 
ct yea th sec· first contra . t for e 
b . connac 1 of lS 
renew a 
ond ye~r. 
\ . 
And hel'e tll'e 10 ol the mol'e than 2,000 deale/'$ who benefited~ 
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FULLER 
ARNOLD 
WESSELS 
DETROIT N. S. 
19SS Sales $33,964.S4 
In trust $1,018.41 
Cash $339.47 
ZANGWILL 
KAMIL 
AKRON 
19SS Sales $32,393.06 
In trust $971.79 
Cash $323.93 
LEWIS B. 
ZIEGLER 
LOS ANGELES N.S. 
19SS Sales $29,41 S.1 S 
In trust $882.4S 
Cash $294.1 S 
RAY 
ANGELINE 
NEWARK 
19SS Sales $29,336.62 
In trust $880.11 
Cash $293.37 
GORDON R. 
REIDENBACH 
READING 
19SS Sales $29,28S.09 
In trust $878.SS 
Cash $292.8S 
RETIREMENT 
Arnold Wessels was born' in Bad Axe, Michigan, Februar y 7, 1910. 
After ten grades of elementary school education , he went to work 
as a machinist. After more than thirteen years in this activity he 
was appointed a dealer in February 1948. Arnold, his wife Mary, 
and his four children, Richard, 19, Naomi, 17, Glenn , 13 and 
Claudia, 4 , are active in community affairs. Arn old says a great 
deal of his success is due to the wonderful sales tools such as cata· 
logs and gift i tems made available to him. 
Zangwill Kamil was born March 2, 1919 in Mobile, Alabama. After 
a high school education he worked in a retail store as a clerk and 
later found employment with a soft drink 'distributor. He was ap-
pointed a dealer in September of 1948. With hi s wife Esther and 
9 year old son Jeff he lives in East Liverpool, Ohi o_ He attributes 
his success as a dealer to the fact that he uses the Company plan 
100)'(;. 
Lew Ziegler was born in Tomahawk, Wisconsin , Jul y 30, 1913. 
After completing his high school education he worked as a Railway 
Express clerk, a mail carrier , and for 12 years as an employee in 
a paper milL He was appointed a dealer on October 15, 1952. Wi th 
his wife Margaret and his children, Janet, 16, William, 15, Robert , 
12, and Linda, 10, he now lives in suburban Los Angeles . He says 
he enj oys his work as a Fuller Brush dealer and is appreciative of 
the opportunity it gives him to make a good living for his family. 
Ray A ngeline was bo rn in Salina , Pennsylvania , April 14, 1908. 
After graduation from elementary school he worked for a bakery_ 
He was appointed a dealer on January 19, 1953 . With his wife 
Louise and his 7 year old son Joseph, Ray lives in Newark, New 
Jersey_ He claims his success is due to his use of the sales aids and 
programs made available to him. 
Gordon Reidenbach was born in Smoketown , P ennsylva nia, March 
13, 1914. After high school he worked as a shoe salesman until 
appointed a dealer in 1938_ Gordon , with his wife Evelyn and his 
three child ren, Evelyn, 19, Linda, 15, and Susan , 8, li ves in Lan-
caster , Pennsylvan ia . Gordon claims th at by using the Compan y 
programs not o1ily is he kept busy but hi s wife is kept busy answer-
ing telephone calls. He says, " P.S. We have a grandson 18 months 
old - I can' t let m yself grow old !" 
THE BRUSH OFF 
PROGRAM 
William Cramer was born in Gloversville, New York, November 
14, 1921. After grad uation from high school he worked as a plumb-
er's appren tice, served in the Navy, and was a co-partner in a sta-
tioner y store. He was appointed a dealer in August 1951. Wi th his 
wife Anne and four children, Carol, 7%, Barbara, 51j2, Bill , Jr. , 4, 
and Richard , 2, he lives in North Merrick , New York. Bi ll says he 
works a full day every day and doesn't let anything interfere with 
his plans. He uses a large quantity of samples and ca talogs. 
Philip Giacone was born in New York City, Augus t 26, 1929. After 
elementary ed ucation he served in the Army, dro ve a dr y clean ing 
delivery truck, and worked as a teller in a bank. He was appoin ted 
a dealer in January 1%3. With hi s wife Noreen and his children, 
Philip, Jr. , 4, Cathy, 3, and Joseph, 4 months, he li ves in Mt. Ver-
non , New York. P hil claims anyone can be successfu l by using 
catalogs and delivery help and an ample supply of gifts. He was 
recently promoted to a field manager in the Mt. Vernon Branch. 
John H. Brenan was born in Aberdeen, South Dakota, July 13, 
1923. After hi s formal education he worked as a radio technician 
in a shipyard and later as a radio repair man: He served in the 
Army from 1943 until 1946. He was appointed a dealer on April 
30, 1%2. With his wife Eunice and his six year old daughter, Jill 
Leslea, he li ves in Daly City, Cali forn ia. He attributes his success 
to the fac t th at he works a full eight-hour day, sets a goal for him-
self and achieves that goal each week. 
A nthony Storniola was born in Brooklyn, Ne w York, February 22, 
1912. After one year of high school he became a factory employee, 
a machinist's helper , a shipping clerk , and during the depression 
years was in the Civi lian Conservation Corps. He was appointed a 
dealer in May 1935. With wife An toinette and sons Anthony, J r., 
17, and Arthur, 11, he now li ves in Floral Park, New York. 
Roy Mcintyre was born in Sault Ste. Marie, Michigan, February 
22, 1920. After graduation from Junior College he worked as a 
machin ist, a saw mill hand , saw service in the Navy, and did fac-
tory work. He was appointed a dealer in April1%0. With his wife 
Mary and his children, Ronald, 16, Jack, 15, Sharon, 13, Geary, 
11, Dennis, 8, Susan, 4, and Jerry, 2, he lives in Ironwood, Mich-
igan. He says he likes his job, but does not as yet consider himself 
a com plete success. 
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He1e a1e 1ome ol the mo1e than 
2,000 deale11 to 1eceive benelit1 
... and the numbe1 i1 g1owing 
WILLIAM 
CRAMER 
HEMPSTEAD 
1955 Sales $27,940.68 
In trust $838.23 
Cash $279.41 
PHILIP 
GIACONE 
MOUNT VERNON 
1955 Sales $27,790.33 
In trust $833.70 
Cash $277.90 
JOHN H. 
DRENAN 
SAN FRANCISCO 
1955 Sales $27,683.27 
In trust $830.49 
Cash $276.83 
ANTHONY 
STORNIOLA 
MANHATTAN 
1955 Sales $27,457.99 
In trust $823.74 
Cash $274.58 
ROY H. 
MciNTYRE 
DULUTH 
1955 Sales $27,431.58 
In trust $822.96 
Cash $274.32 
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Republican Congressman-at-Large 
Antoni N. Sadlak was born in Rock-
ville, Connecticut, June 13, 1908. He 
received his L.L.B. degree from 
Georgetown U niversity School of Law. 
After serving with the United States 
Department of Justice he became sec-
retary to Congressman-at-Large B. J. 
Monkiewicz during the Seventy-sixth 
and Seventy -eighth Congresses. 
He resigned this position to accept 
a commission in the United States 
Naval Reserve, and after graduation 
from the School of Naval Communica-
tions at Harvard he was assigned as 
communications watch officer and top 
secret officer on the staff of Admiral 
Thomas C. Kinkaid , commander of 
the Seventh Fleet. He saw duty in New 
Guinea, the Philippines, and China. 
He served as U nited States delegate to 
lnterparliamentary Union Conference 
in Istanbul, Turkey, in 1951, in Wash-
ington in 1953, rn Vienna, Austria, in 
1954, and in H elsinki , Finland , in 
1955. He was elected to the Eightieth 
Congress and re-elected to the Eighty-
First, Eighty-Second, Eighty-Third , 
Eighty-Fourth Congresses. Congress-
man Sadlak is married to the former 
Alfreda Janina Zalewska. They have 
two children, Antoni , Jr. , and Alita. 
Mr. Sadlak is a member of the Ameri-
can Legion, Veterans of Foreign Wars, 
Polish Legion of American Veterans, 
Nava l Order of the "Cnited States, 
Loyal Order of Moose, Benevolent and 
Protective Order of Elks, and the Tol-
land County Farm Bureau. 
ADDRESS 
The Fuller Brush Company's Golden 
Anniversary Noted In An Address In 
The Halls of Congress 
AS REPRINTED 
IN THE 
CONGRESSIONAL 
RECORD BY CONGRESSMAN 
ANTONI N. SADLAK 
EXTENSION OF REMARKS 
OF 
HON. ANTONI N. SADLAK 
OF CONNECTICUT 
IN THE HOUSE OF REPRESENTATIVES 
Thursday , April12, 19.?6 
Mr. SADLAK. Mr. Speaker, without 
fanfare an outstanding Connecticut citi-
zen whose name and products are known 
throughout the world observed the golden 
jubilee of his inventive genius. 
I refer to Mr. Alfred C. Fuller, the orig-
inator and founder of the Fuller Brush 
Co., started in a shed on April 10, 1906, in 
Hartford, Conn. The success story of Mr. 
Fuller, a close acquaintance and friend of 
many years, is another American story of 
inventive genius, courage, determination, 
and ingeniousness to which we point with 
pride and great admiration. The great dif-
ference between the success of this indus-
try and that of others lies in the fact that 
Mr. Fuller attributes his success to his 
novel use of advertising in newspapers in 
the so-called want-ad column. As the arti-
cle from the business financial section of 
the New York Times for April 11 points 
out, the inventor of these useful brushes 
and other indispensable products of the 
home and industry made his brushes at 
night and sold them during the day, and, 
although the newspaper article does not 
say so, I know from my acquaintance with 
Mr. Fuller that his wonderful personality 
contributed as much to breaking down the 
sales resistance of those on whose doors he 
knocked, as did the fine product which he 
made in that shed he rented for $11 a 
month. 
It is a genuine pleasure, Mr. Speaker, 
for me to include in my remarks today 
the writeup in the New York Times, which 
also included a photograph of this Amer-
ican genius, a picture of the original shed, 
and the newest home office in the compa-
ny's modern building at Hartford, Conn. : 
FULLER BRUSH, AT 50, THANKS THE W ANT ADS -
CLASSIFIED CoLUMNS RECRUITED ARMY OF SALES-
MEN 
A business built by help wanted ads celebrated its 
golden anniversary yesterday. That's the way Alfred 
C . Fuller , 71-year-old chairman, describes the Fuller 
Brush Co., which he started in Hartford , Conn. , on 
April 10, 1906 , in an $11-a-month shed. 
Operating on an initial capital of $375, Mr. Fuller 
turned out brushes on a $15 machine he had de-
s igned . He m ade the brushes a t night and sold them 
door to door by day. His first year's gross was $8,500, 
an amount that many Fuller Brush men clear now 
as independent dealers. -
The company was strictly a one-man operation 
until December 14, 1909. On that day Mr. Fuller in-
serted a four-line ad in the Syracuse Post-Standard 
seeking salesmen . The response was so great that the 
company adopted a fixed policy of recruiting Fuller 
Brush men through the classified columns. 
Mr . Fuller remarked yesterday: 
" If it hadn' t been for the newspaper classified ad 
I used in 1909 , I gravely doubt that we'd be having 
our. 50th anniversary today. The pulling power of 
those four lines set our consistent policy of using 
want ads over the years ." 
Despite his threescore ten and mo re, Alfred Fuller 
is s till active in the company. His sons A. Howard 
and Avard E., are president and vice pres ident re-
spectively. 
Fuller Brush now operates 3 factories , 23 distribu-
t ion stations and 109 branch offices. Some 7,400 
deale rs in this country and Canada sell each week 
more than $1,600,000 worth of brushes, mops, clean-
ing chemicals, cosmetics, and vitamins. Gross sales 
last year amounted to $91 million . 
A good part of Fuller's bus iness these days comes 
from the sale of indus trial brushes. There are some 
700 different kinds used in 4 ,000 ways. The industrial 
brushes do such things as card wool , process leather , 
roll cigarettes, and polish fruit and eggs. Not the 
least important: Fuller brushes remove sand from 
spinach . 
The material going into these industria l brushes 
com es from a ll over the world . White, gray, and 
black horsehair is imported from every continent ex-
cept Africa. Then there's istle (Mexico) , palmyra 
(Ceylon, India , and Burma), palmetto (Cuba and 
the Bahamas) and bass (Africa and South America). 
The toughest brushes are made of steel, copper, 
bronze or nickel wire . 
Fuller Brush also makes the machines that employ 
industrial brushes. Its equipment is use.d , among 
many other things, to polish mirror glass and clean 
the scale from hacksaw blades. In addition, the Hart-
ford plant turns out precision hydraulic and electronic 
equipment . Output now includes castings and .alumi-
num masts for yachts. 
All his varied activity stems from the tiny shack 
in Hartford, one machine and a want ad. The Fuller 
B rush story has all the aspects of an American in-
dustrial saga. 
THE BRUSH O)FF 
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IN THE FRONT ROW I MONTGOMERY K~ YOUNG 
When Monty Young was asked to comment on the fact 
that he has the longest length of service in the Sales De· 
partment, he said "Well, first you have to start with a 
company at an early age and , second, you have to come 
from a long-lived family. My grandfather lived to reach 
95, my mother is still living at 96." 
The genial Greensboro Branch Manager started as a 
dealer 40 years ago in Pittsburgh, while attending Carne· 
gie Tech. Born in Cortland, New York, in 1895, he became 
a salesman at an early age. During his early schooldays, 
he peddled eggs and butter for a farmer and surplus fruit 
and vegetables from the family garden, besides running 
two newspaper routes and taking orders house-to-house 
for apples and tomatoes. 
Monty said "Now that I think of it, I guess I was always 
selling something." His early career as a dealer was inter· 
rupted by World War I as he served in the. United States 
Army for nearly two years. 
Instead of returning to this country when the war ended, 
he chose to complete his engineering education at a uni· 
versity in France. Returning to the United States in 1919, 
Monty resumed his career as a Fuller Dealer. According 
to him, "There was no sample case at that time and you 
ordered what you thought you could sell from a price list 
two feet long, sight unseen, and put these in any old suit-
case you could get, with no display cards or trays." One 
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Greensboro, N.C., Branch Manager 
of Monty's many "firsts" was to devise display trays of 
cardboard and purple velvet, an idea which the Company 
later adopted and which served as the forerunner of our 
present sample case. 
The distinction of being the Company's Vt<ry first Field 
Manager belongs to Monty. He served in this capacity in 
Geneva, New York, in 1920 until his promotion to Provi-
dence Rhode Island Branch Manager in 1921. For four 
years he kept the Providence Branch in the Big Ten in 
Company sales and from his post in Little Rhody, he went 
successively to Newark, Greensboro, Atlanta, and Phila-
delphia, until1948, when he again returned to Greensboro 
as Branch Manager. Assuming command of the Greens-
boro Branch during the depression years of 1932 and 
1933, he steadily built sales volume from $26,000 retail in 
1932 to $616,711 in 1955. 
Monty, his wife, Polly, and his 16% year old daughter, 
Pollyann, reside in Greensboro. His hobbies, in the order 
of their importance to him, are talking Fuller Brushes with 
anyone who will listen , gardening, photography , and 
fishing. 
There is a good deal more to Monty Young than the 
usual biography of a man who has pulled himself up by 
his own boot straps. He possesses boundless energy and 
capacity for hard work, and most important of all, Monty 
has never stopped selling. 
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Meet 
Industrial 
Division's 
~ 
LYLE ARNOLD 
Lyle Arnold's first experience as an Industrial 
Division representative almost proved to be 
disastrous. When he first joined the company 
in 1946 in response to an advertisement in a 
Seattle n·ewspaper, he received preliminary 
training in the San Francisco area. 
He returned to Seattle enthused with the 
possibilities of his new connection only to 
find that he had nothing to show his customers 
- his samples had not arrived from Hartford. 
A thorough search of the station unearthed 
some Industrial samples that had been stored 
in the warehouse some 10 years ago. Among 
these was a mill duster of 100% bristle. 
Seattle, being a fairly large milling center, 
had suffered from the wartime restrictions on 
bristle, and mill personnel, according to Lyle, 
I 
I 
had been usmg everything but their thumbs 
for cleaning equipment. They hadn't seen such 
quality in years and, he adds, neither had the 
Fuller Industrial Division. Their welcome of 
Lyle matched the flood of orders received for 
this item. What they said when the wartime 
substitute instead of the pure bristle was de-
livered is another story. However, he weath-
ered the storm and today, ten years later, he 
is one of the Division's leading representatives. 
But- to start at the beginning. Lyle was 
born in Bloomington, Illinois, in 1908, the 
fourth in a family of five children. Most of 
his after school hours and summers were spent 
working with his father, an automobile dealer, 
on some mechanical project. 
THE BRUSH OFF 
He attended public schools in Bloomington and 
entered Illinois Wesleyan taking pre-engineering 
courses. He made a transfer to Northwestern Uni-
versity, switching to the School of Commerce, grad-
uating in 1932 with a degree of B.S.C. After college 
he spent four years with a directory advertising 
firm in Dayton , Ohio, traveling througout five Mid-
western states. 
In 1936 he joined a manufacturer of batteries 
and allied products, and soon was promoted to a 
managerial position in which he was responsible 
for sales to jobbers and Industrial accounts. It was 
while in Indianapolis, Indiana , that he met hi s wife, 
the former Betty Temperley. According to Lyle, 
Betty at the time was teaching the fir st grade in a 
public school , and his trips to the school became 
so frequent that the small pupils used to greet him 
as "Mr. Temperley." 
In 1942 Lyle entered the Navy as a Lieutenant 
( jg) and was sent to the electronic school at Har-
vard University for training in radar, radio and 
sonic devices. He was attached to the Marines and 
participated in the landings in the Gilbert and Mar-
shall Islands. 
In 1945 he was Commanding Officer of a sub-
marine patrol craft working off Hollandia, New 
Guinea and later at the landings on Leyte in the 
Philippines. In 1945 he was assigned to the Bureau 
of Ships in Washington and was stationed there 
The Arnold Family -
Lyl e, Mrs. Arnold, 
Jeffrey, 8, and Suzanne, 15. 
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until at the time of his relea se he had achieved the 
rank of Lieutenant Commander. 
After separation from the armed forces, Lyle and 
family moved to Seattle, Washington. There, with 
two ex-service friends, he form ed a company for 
processing and marketing frozen food s. The busi-
ness prospered until several contract cancellations 
caused an over-supply, and necessitated a drop in 
prices. The corporation was dissolved and it was 
during this period that Lyle spotted the advertise-
ment in the Seattle paper for a Fuller Industrial 
Division representative. 
In answering this advertisement he was int ro-
duced to Fuller Brushes by "Pete" Peterson and 
was subsequently hired for the new Washington 
and Oregon territory. After his training and sales 
experience in Seattle, he was assigned part of the 
Los Angeles area. 
The Arnold famil y makes theii· home in the 
Hollywood hills where Mrs. Arnold is usually busy 
with some community project. Daughter Suzanne, 
age 15, will enter Hollywood High School thi s fall, 
and son Jeffrey, age 8 , attends Wonderland School. 
Ly le beli eves that selling Fuller Industrial 
brushes offers the greatest opportunity for inter-
esting work and good income. Besides his interest 
in selling Fuller products, he likes to work with 
power tools and add to his growing rifle and small 
arms collection. He is also serving on the hoard of 
the Wonderland Avenue Youth Center, an organi-
zation sponsoring activitie s for children of th e 
community. 
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STATION 
MANAGERS 
RETIRE 
Hammond and Hartford Sta-
tion Managers' combined 
service totals 61 years. 
CHET CHAMBERS - Hammond 
Chet Chambers, manager of the Hammond, Indiana, sta-
tion since 1935, was born in Toledo, Ohio, on May 23, 
1886. After leaving high school he worked for an engi-
neering company and later became deputy sheriff of 
Lucas County, Ohio. From law enforcement he turned 
to salesmanship in both the automobile and real estate 
fields. 
He joined The Fuller Brush Company in 1921 as an 
employee of the Toledo Station, was transferred to the 
Kansas City Station, and became the Station manager in 
Hammond when the distributing point was opened in 
1935. 
Chet states that his retirement will be spent in prop-
erty management punctuated with some golf and fishing. 
HARRY GUILMETTE - Hartford 
H arry A. Guilmette, retiring manager of the Hart-
ford Station, was born on June 6, 1891, in Oakdale, 
Mass., one of nine children. At the age of 14 he 
went to work as an office boy to help out the family 
finances. Later he worked as a railroad ticket agent 
and a real estate salesman until January of 1930, 
when he found a position as a bookkeeper in the 
Hartford Distributing Station. 
In February of 1936 he was ap-
pointed acting manager of the Hart-
ford Station, and in April of 1937 
was made manager. 
Harry's many hobbies include 
fishing, golf, motoring, and the study 
of philosophy. After nearly a quar-
ter century of service he is retiring 
to spend his winters in Florida and 
his summers on picturesque Cape 
Cod. Harry will be succeeded by 
William 0. Gadd, who is being 
transferred to Hartford from the 
Boston Station. 
THE BRUSH OFF 
WITH GARY MOORE- The popular 
"I've Got A Secret" program, which is broad-
cast over the CBS television network W ednes-
day evenings at 9:30 P.M., played host to 
Dad Fuller on May 9. The panel, mnsisting 
of Jayne Meadows, Bill Cullen, Betty Furness, 
and Henry Morgan, tried in vain to guess Mr. 
Fuller's secret, which was "I am the very first 
Fuller brush man." 
When Mr. Fuller's identity was finally 
revealed, Gary Moore asked him several ques-
tions about the Company. 
WITH DAVE GARROWAY -Dad 
Fuller appeared as a guest of Dave Garroway 
on the nationally televised TODAY show over 
the NBC television network on April 10. 
Garroway said in part, "He is the man whose 
successful mark in business just about repre· 
sents the American dream." 
During the course of the interview a picture 
of the very first Fuller Brush factory was 
flashed on the screen. 
WITH KATHY GODFREY - On 
April 28 Dad Fuller appeared on the Kathy 
Godfrey show over the CBS radio network. 
Kathy Godfrey said, "I'll bet there isn't a lady 
in the audience who hasn't used a Fuller brush 
and who hasn't talked in her home with a 
Fuller Brush man. Did you realize that there 
is a real Mr. Fuller behind the whole thing? 
Well there is and I am very proud to introduce 
hiin to you." 
When Kathy Godfrey asked, "For a young 
man starting out today do you think he has 
a chance to start a business similar to yours?" 
Mr. Fuller replied, "Yes I do. I think the 
opportunities are even better today than they 
were 50 years ago." 
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RADIO AND TV Dad Fuller's 50th Anni-
versary marked by guest 
appearances on national 
radio and television pro-
grams. 
20 
WIFE 
MANAGEMENT IS INTERESTED IN 
THE GIRL YOU MARRIED. SHE CAN 
MAKE OR BREAK YOUR CAREER 
A growing trend is evident in American industry these days and it's 
concerned, oddly enough, with love and marriage. 
Companies are looking beyond the man at the desk or machine 
and giving long, earnest scrutiny to the woman at the kitchen sink. 
The reason: Top-level executives of corporations and management-
consulting firms are now convinced that the hand which washes the 
dishes holds the key to her husband's business success or failure! 
In full accord with this view are psychologists and marriage ex-
perts. Dr. Anna K. Daniels , New York gynecologist and veteran 
marriage counselor, asserts flatly: "A wife can make or break her 
husband." 
All this is linked to an important new attitude which is emerging 
in American homes. 
Until recently, a man's home and working lives were considered 
pretty much separate from each other, with wives expected to stay 
strictly out of the breadwinner's business. Now, however, with the 
rise in "teamwork marriage," the old boundary lines are being erased. 
Men are helping with the housework and women, in turn, are rea-
lizing that one of their prime tasks is to help their husbands succeed 
in their careers. 
IS YOUR 
~is Job: Know something about his 
work, so you can be a sympathetic 
listener. H elp him where you can with 
time-consuming iietails: a salesman's 
wife can mail out reminders, keep his 
accounts straight. A writer's wife can 
type his manuscripts. A lawyer's wife 
may help him on research. 
They can, Dr. Daniels declares, if the 
desire arises out of love. understand-
ing and sympathy. They cannot, if it 
sterns from ambition and selfishness. 
Dr. Roy A. Doty, of Chicago, a 
leading industrial psychologist and 
executive vice-president of George 
Fry & Associates, has devoted years to 
study of why successful men get 
ahead. He tosses this little bombshell: 
"The right wife can be worth a cool 
quarter of a rnjllion dollars to her hus-
band , and sometimes a great deal 
more, over a period of years." 
Here is how Dr. Doty arrives at this 
bit of accounting: "Consider a poten-
ti a l fifteen-thousand-do II ar-a-year 
man. Whether he attains this level or 
remains at a .five-thousand-dollar sal-
ary can depend squarely upon the 
woman he marries." 
Other evidence that the little woman 
at horne wields considerable influence 
on her man's earning power comes 
from the same company which is one 
of the country's foremost man age-
ment-consulting firms. It recenpy 
undertook a pioneer depth study into 
the background of many top indus-
trialists to find out "what makes an 
executive." Declares William J. Biehl, 
president of the organization: "This 
and other research .we've done show 
conclusively that a wife can be an 
essentia l factor in her husband's prog-
ress and development in his career." 
Because of this , more and more 
large companies have taken a keen 
interest in a man's wife and horne. All 
over the country, in various occupa-
tions and on various levels, bosses, 
hiring officers and even schools are 
going all-out to enlist the aid of the 
woman behind the man . 
Life-insurance companies, for ex-
THE BRUSH 
BUSINESS PARTNER I b!f /:ester 1111d Jre11e :David 
His Home: Insist that you live within 
his income. Sounds trite, but it's one 
of the really key points corporations 
observe in picking executive material. 
Few men are strong enough to return 
to a home where there is constant 
worry about money and still produce 
constructive ideas at the office. 
ample, are in a campaign to reach the 
salesman's wife. A stream of pam-
phlets and special articles is flowing 
out to the homes of insurance sales-
men, earnestly informing the women 
that: 
• The roast often will get cold 
while husband tries to nail down an 
elusive prospect, so please don't get 
angry when he finally comes home. 
Bear in mind , rather, that if he quit 
trying and arrived on time, there 
mightn't be any roast in the first place. 
• Asking John to drive the chil-
dren to school to save you time can 
cost the family $4 in lost commissions. 
Chores that take longer run a good 
deal higher. 
• A survey just taken among suc-
cessful insurance men revealed that 
most regarded a "peaceful morning 
send-off" of prime importance. The 
Connecticut General Life Insurance 
Co . of Hartford warns: "The sale 
could be won or lost at the home 
breakfast table." 
Wives play especially crucial roles 
in influencing the careers of men 
whose jobs transport their families 
from familiar surroundings, as in pol-
itics, the ministry, the diplomatic serv-
ice and foreign commerce. 
Outside Phoenix, Ariz., is a unique 
school which is doing pioneer work 
in this field. It 's the American Institute 
for Foreign Trade, which for the past 
10 years has been training young peo-
ple for overseas careers. It offers two 
and four-semester courses of practical 
training in foreign trade, languages 
and area studies to fit graduates for 
executive-level jobs abroad with the 
government or private industry. 
Declares Carl A. Sauer, president 
of the Institute: "The No. 1 cause of 
a man's broken career in this field is 
the wife who cannot or will not adjust 
to circumstances in living out of the 
country." 
He tells of one young woman whose 
husband got an excellent job as rep-
resentative of an American oil com-
pany in Venezuela. She came down 
from St. Louis, but even though the 
firm provided excellent housing, post-
exchange shopping facilities and a 
country club, she was unhappy. "The 
olain fact ," says Mr. Sauer, "was that 
Venezuela wasn't St. Louis." Eventu-
ally her husband had to chuck his 
job, take her home and begin anew 
in another field. 
To prevent career disasters such as 
this, the Institute is now actively pre-
paring wiv es, as well as their hus-
bands, for living in foreign lands. 
Courses in languages and national cul-
ture are given free of tuition charge 
to the women. 
Wives' Attitude Counts 
Has it worked out? Unquestionably, 
says Mr. Sauer: "The firms which 
have hired graduates have noticed that 
the turnover rate on the job is signifi-
cantly lower than the general turnover 
rate for foreign work, and this is 
attributed in large measure to the atti-
tude with which the wives of gradu-
ates accompany their husbands over-
seas." 
The higher a man climbs up the 
ladder, the more important does his 
wife's participation in his career be-
come. When he gets to be a candidate 
for an office up in the executive suite, 
her qualifications are considered al-
most as carefully as his. In fact, de-
clares John L. Handy, president of 
Handy Associates, management con-
sultants who have recommended hun-
dreds of men for high-priced posi-
tions: "I don't know any large firm 
which will engage a man for a top 
post without seeing him first with his 
wife." 
It works this way, says Mr. Handy: 
"A company needs a vice-president. 
A candidate is finally selected, where-
upon the firm president will insist that 
the prospect and his wife spend a week 
end llt the president's home, or he will 
go to theirs. " What's he looking for? 
Primarily for good family adjustment, 
for a happy home and an-encouraging 
wife. During any part of the screening 
process, men may be passed over be-
cause their wives are too flirt atious, in-
corrigible gossips or drink too much. 
Send Him. Off Happy! 
Reprinted from THIS WEEK magazine. Copyright 1956 by the United Newspapers 
M agazine Corporation. 
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"An executive ," Mr. Handy ex-
plains, "must maintain an emotional 
and temperamental balance. If he has 
the problem of a dissatisfied wife, he 
cannot face his work with balanced 
judgment. He will often falter, even-
tually fail." 
A happy household and business 
success go hand-in-hand, acording to 
the George Fry survey of what makes 
an executive get ahead. It revealed 
that Jess than three per cent of the 
men studied had divorced parents 
while 95 per cent of top bosses led 
happy home lives. 
Incidentally, the rising importance 
of the "company wife" has caused the 
growth of a social system which is not 
without some nettlesome factors. 
Women are starting to complain that 
their lives are no longer their own. As 
one put it: "Every time I go some-
where with Dick, I feel I'm being 
sized up and my credits and debits 
checked off." 
Nevertheless, the fact remains that 
in all fields and levels a wife counts 
heavily in shaping her husband's suc-
cess. How, then, can she propel him 
ahead? Experts have some important 
tips, but first they caution women not 
to carry to extremes some of the time-
honored virtues accepted as leading 
to the top. Don't be, they warn, any 
of these: 
The overambitious wife, who prods 
her man beyond his endurance and 
often beyond his abilities. 
The oversolicitous wife, who looks 
after her boy so well that he gets used 
to having things done for him , thus 
losing initiative. 
The too-candid wife, who is deter-
mined to bring out the best in her hus-
band by telling him his faults , straight 
from the shoulder- "for his own 
good." Instead of being a help, as she 
imagines, she's actua ll y a terrible 
nagger. 
And just one final thought, which 
may be the most important of all: 
If the race gets rough, if the com-
petition begins to frazzle both of you, 
if family closeness is being lost in the 
frantic whirl toward success, stop and 
take stock. There are many wonderful 
things which cost less. Fine friends, 
good fun and a richly rewarding life 
can be had even if your husband isn't 
chairman of the board. 
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"Dad" Fuller delivered the keynote address at the National Associ-
at ion of Direct Selling Companies annual convention in Ch icago, 
Illinois, on 1 une ll. Part of thi s address is reprinted below. 
"The growth of house-to-house merchandising in recent years, its 
acceptance by housekeepers, and the growing interest by bu siness 
in general in this method of selling, should mean a great deal to 
those of us engaged in this fi eld . 
As one who was personally engaged 111 house to house selling in 
1905 and for several years afte r, I have had an unusual opportunity 
to know the conditions and opportunities of direct selling, and al so 
to experience at firsthand the great changes which have taken place 
in thi s method of merchandising. 
It seems to me that there was never a nything wrong with house· 
to-house selling, but until 1920 there was a great deal wrong wit h 
the way in wh ich it was conducted. 
In my early days there was a vast opportunity lying around 
unu sed, to not only build good bu siness through specialt y selling 
but also an opportunity to be of ines timable service to hou sekeepers 
in bringing to them improved and new kinds of merchandi se and 
to include in the presentation an education in the· proper uses of 
such products. 
The resu lt was better hou sekeeping. This opportunity const ituted 
a new frontier which was not only undeveloped but a t the time 
looked very unpr.omising, but the bnsiness world today sees it as 
a very important factor in selli ng and merchandising. 
News abo ut new produ cts a nd their uses is important news to 
hou sekeepers. The dealer becomes a speciali st and can offer a whole 
service in better hou sekeeping with less labor. Our direct con tact 
with housekeepers has a purpose our customers learn to appreciate 
and valu e. The dealer is sellingbetter and easier housekeep ing. We 
have never found it necessary to sacrifice quality and service to a 
price. 
When direct selling is carried on properly, it 1s the most sati s· 
--
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''DAD'' FULLER 
Cal/9 Ditecf Sale9 
A New Ftonfiet 
factory way for the housekeeper to shop. She is free from the 
problem of traffic and park ing. She is dealing with a man who is 
an authority on her problems and knows how to fit products into 
her needs and how to use them. She has confidence in the house 
which is back of the dealer and his product s. The dealer is at her 
service at all times to make adj ustments. 
This business of direct selli ng is a growing bu siness with even 
g rea ter opportunities ahead. In the past 50 years I have seen a 
tremendous change for the good in public and business opinion 
abo ut direct selling. House-to-house selling has now come of age. 
The reason is obvious. It is needed and has proved itself able to 
introduce and sell old and new produ c ts, new methods and modern 
equipment to hou sekeepers - 'The nation's most important pur· 
chas ing agent. ' 
After 50 years, 50 wonderful years of active participation in the 
direct selling business, perhaps I am permitted a moment of personal 
reminiscence. Together wi th my associa tes of many years, I take 
grea t pride in the part I may have played in developing men who 
may have gone to grea ter achievement in ours and in all businesses, 
in the professions, in the arts, but most of all I am particularly 
proud to look on the hundreds of s uccessful men in our own 
Company, even now recruiting and building even better men to 
replace themselves. Ours has always been a business staffed from 
the ranks - and well it shou ld be. 
Gentlemen, we represent the infantry of the selling a rmy. Ours 
is a basi c business. We have made - we are making - and we will 
co ntinu e to make, important and necessary contributions to the 
nation's a nd the world's economy. 
If I have a part icular message to leave with you at this time, 
it is s imply this:- We have come a long way up the road of 
success - ahead of us is an ever-increasing opportun ity to profit 
a nd to serve." 
-
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EVERETT E. RALSTON 
Refite9 a9 
/)envet Managet 
Thirty-three years ago Everett E. Ralston , 1etmng 
Denver Branc h Manager, left New Brunswick, 
Canada, en route to California. Stopping off in Attle-
boro, Mass., for a farewell visit with his sister, he 
first learned of The Fuller Brush Company. At his 
sister's insistence Ev decided to investigate the possi-
bility of becoming one of the Company's dealers. 
On his 23rd birthday on January 6, 1923, he 
was appointed a dealer, and six months later was 
appointed field manager in charge of an eight-block 
section. Here he proceeded to break all sales records 
for this section, and within less than six months was 
promoted to branch manager in Brockton, Mass. 
While in Brockton Ev took another successful step 
forward when he married Helen Ginrich, whom he 
credits as a wonderful partner in his life and m 
his work . 
In 1931 Ev was moved to Montreal, Canada, to 
act as supervisor of the Eastern Canada District. A 
year a nd a half later he was moved to the Ontario 
District where he recorded a 70 '/r sales increase 
within eight months. From 1933 to 1936 he headed 
the Toronto Branch before being returned to the 
United States to take care of the Rochester, N . Y., 
branch office. In 1940 Ev was moved to the larger 
Hartford Branch l, where he worked until his final 
move to Denver in 1944. 
Ev can look back upon his 12 years in Denver 
with the happy reflection that each year showed an 
increase over the preceding one. Branch sales of more 
than $852,000 in 1955 compared to $70,000 in 194-3 
indicate the successful methods employed by him. 
Ev was born on January 6, 1900, in New Bruns-
wick, Canada. One of 13 children he worked on a 
farm as a youngster. His formal ed ucation was 
limited to eight years in a small country school. 
During the First World War he served the Canadian 
forces from 1916 until the Armistice. After his dis-
charge he took a course in shoe repairing to learn 
a trade, but a disability incurred during his war 
service sidelined him to an army hospital for 18 
months. What with his meagre start in life it is re-
markable that at a young 56 Ev can look forward 
to the relaxing life he chooses. Ev says, " If it weren't 
for Fuller I would not be able to think of retiring 
for another 10 or 12 years." Of hi s experience in 
service he recounts much more than financial secu-
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rity: "My association with so many fine people 
throughout the organization has taught me a way 
of life, a way to think that will make my life more 
enjoyable and far richer. To any young man today, 
l would strongly urge that he investigate the possi-
bilities with The Fuller Brush Company. The satis-
fa c tion of being in busin ess for yourself with 
opportunities for unlimited profits is something to 
think about. Where else can one go into business 
without making a heavy investment?" 
As he retires from active service with the Company, 
Ev plans to hoe his garden, prune his orange trees 
and chat over the back fence with his new neighbors. 
He also strongly believes that he might recruit a 
few fish from the nearby Pacific Ocean . From his 
many friends in the field and the home office go best 
wishes for a pleasant retirement so richly deserved. 
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ANNIVERSARIES 
:. 
35 YEARS 
HUGO PFLEGER 
Br. Mgr. West 
Cleveland 
20YEARS 
24 
L. L. SUNKEL 
Br. Mgr. Harrisburg 
C. J. NIELSON 
Boston Station 
GEORGE RITZ 
Toledo Station 
JOSEPH A. MYER 
Camden Station 
E. W . MASON 
Industrial 
30 YEARS 
HAROLD FEISTEL 
Syracuse 
W. MYLIN BOYER 
Reading 
C. W. HUMPHRIS 
Paterson 
R. C. IVANS 
Long Island Station 
JOHN W. SCHEID 
Miami 
C. A. TUCKER 
Knoxville 
HENRY G. PIETZAK 
Mt. Vernon 
ANTONIO FENTE 
Santiago, Cuba 
E. W . HICKS 
Mgr. Atlanta Station 
25 YEARS 
EARL J. HA RBO 
Seattle 
DUNCAN 
KISHBAUGH 
Harrisburgh 
ARNOLD C. MA YEI 
Chicago NS 
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15 YEARS 
JAMES 0 . 
MCMAHON 
louisville 
RALPH P. VOGEL 
Sacramento 
ROY F. HARTMAN 
Pittsburgh 
HERMAN BOYSEN 
Jamaica 
MAURICE MARTIN 
Harrisburgh 
ZOEL E. KUKUK 
Minneapolis 
WERNER SAMSON 
Jamaica 
FORREST R. TRESNER 
Evansville 
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FULTON C. SHADE 
Pittsburgh 
E. E. CLEVENGER 
Des Moines 
HENRY D. JUPITER 
Manhattan 
HENRY F. SCHLIEWE 
Grand Rapids 
HARRY l. 
LIEBERMAN 
Br. Mgr .Philade lphia E 
--
MARTIN E. HANSEN 
St. Paul 
HAROLD ROTHSTEIN 
Manhattan 
HARRY HAUSEN 
Bronx 
PAUL MOLOCKO 
Mt. Vernon 
LAURANCE l. 
LOVERIDGE 
Sacramento 
-;I (f / 
ERIC RUSS 
Erie 
G. GORDON 
MILLER 
Br. Mgr. Evansville 
CARL P. ARCHER 
Knoxville 
AlEXANDER WOLFF 
Pate rson 
H. H. SHIFLET, JR. 
Br. Mgr. Norfolk 
DOROTHY. HOGAN 
Norfolk. 
HORACE l. GIVAN 
Indianapol is 
JOHN NEFF 
Indianapolis 
FRANKLIN 
GEARHART 
Read ing 
EDMUND W . 
LANDREE 
Chicago NS 
PHIL BRENNAN 
D e nver 
WILLIAM SCHLEGEL 
Brooklyn ES 
GEORGE W . HENSEL 
Harrisbu rgh 
W . l. HUNTER 
Industria l 
WILLIAM BRISSEE 
Des Moi nes 
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fifty years 
of service to 
the American Home A SHORT HISTORY OF OUR COMPANY 
1906- The first Fuller 
factory on Park Street 
in Hartford 
1906- Original hand twist-
ing machine used 
by Dad Fuller 
1916- The next location on Union Place 
Fifty years ago this year in 1906, was founded one of the 
nation's best-known enterprises. Marking a half century of 
service to America's hom es a nd industries, The Fuller 
Brush Company is exemplar y of one man's confidence in 
our free-enterprise system. 
From its humble beginning back in 1906, when Alfred 
C. Fuller was the sole employee, the Company has expanded 
to the point where today it provides income for more than 
10,000 people. Even though techn ological advances over 
the years represent a far cry from the crude manufacturing 
methods of those early days, the basic philosophy of one of 
the world's greatest direct sales organizations has never 
changed. Today, as in the early 1900's the Fuller dealer is 
an independent businessman. Today, nearly 7,000 dealers 
throughout the United States and Canada are in business 
for themselves as a result of the conviction so strongly in-
stilled in the mind of Alfred C. Fuller. 
As Chairman of the Board , Mr. Fuller is currently active 
in the affairs of the Company which he launched at the turn 
of the centur y. When he migrated to Boston from a Nova 
Scotia farm, he first found employment with a street rail-
way compan y; la ter with a parcel delivery service, and 
finally as a brush salesman. Within a year he had accumu-
lated working capital of $375, at which point he started his 
own business in the basement of his sister 's home in Somer-
ville, Mass . 
Prudently investing $15 in a machine he had designed , 
and $50 in a supply of horsehair, bristle, wire and handles, 
he worked by gaslight at night fashioning brushes with a 
small hand-twisting machine. By day, with the product of 
his basement workshop packed in an old suitcase, he made 
his sales calls. So great was the acceptance of this cheerful , 
confident farm boy, and so useful were the products he 
1920- The first Company-owned building 
on Garden Street which served as 
the Ivory Division 
The front cover of this issue is a reproduction of a portrait by Lester Bentley. 
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produced, that soon his sales averaged $50 a week. Within 
a few mon ths he came to Hartford , where he rented a $11 
a month shed. By the end of the first year, sales totaled 
$8,500 and The Fuller Brush Company was well on its way. 
As sales increased, Mr. Fuller found it necessary to hire 
first one, then two, and finall y five assistants to m.anufac-
ture the products which he sold. By 1908 he expanded his 
sales efforts into the neighboring states of New York and 
Pennsylvania . In his travels he divided his time between 
tr ying to recruit additional agents and selling brushes . 
While his modest factor y worked at full capacity to supply 
the demand, the acquisition of additi onal agents presented 
a difficult problem. In spite of all his efforts Mr. Fuller was 
never able to get more than ten men working at the same 
time. 
It was a t this point in his career that an incident occurred 
and the magic of advertising went to work for his embry-
on ic company. He inserted a four-line want ad in the 
Syracuse Post Standard and a small ad in the then popular 
Everybody's Magazine. The response was overwhelming as 
a fl ood of inquiries resulted from this advertising. Com-
menting on the power of newspaper advertising, Mr. Fuller 
has said , "We can properly be called a business built by 
want ads. Because of the success which followed my fir st 
one in the Syracuse Post Standard on December 14, 1909, 
we have used newspaper classified ads consistently ever 
since . The number of Fuller Brush dealers has grown from 
25 in December, 1909, to nearl y 7,000 today." 
As the inquiries piled in, Mr. Fuller hired a secretary 
and in three months had nearly 100 agents. Sales mounted 
to $30,000 in 1910, necessitating a move to larger quarters. 
The next year an even larger location was selected and by 
1913 hundreds of agents were selling Fuller brushes. By 
1916, as sales approached nearly a quarter of a million 
dollars, an even larger factory was opened. 
It was in 1913, with an employment of 15 people, that 
the Compan y was incorporated. Shortly thereafter an_other 
important fa ctor in the growth of the Company was mtro-
d uced with the establishment of a branch-office system, 
commencing with the Boston branch in 1915. This move 
was so successfu l that other branch offi ces were opened in 
rapid succession, and the Compan y sales expanded cor-
respondingly. 
In 1921 the Canadian subsidiary with headquarters at 
1922- The present building 
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Hamilton, Ont.ario, was established, and in 1922 the first 
section of one of Hartford's familiar landmarks was com-
pleted, as construction of its present headquarters on Main 
Street was undertaken. Expansion came rapidly as ·tufted 
brushes and brooms were added to the line of twisted-in-
wire brushes. The Fuller line of products started to expand, 
and although the principal market was America's homes, a 
selecti on of Industrial items was added as the Company 
became a supplier to industry. 
Through the 1920's and 1930's the growth of the Com-
pany was rapid as product after product was added to the 
ever-expanding line. This expansion continued into the 
40's as the Mohawk Brush Company in Albany, New York, 
was acquired to make tufted brushes. In 1948 a line of 
cosmetics was introduced, and later in the year chemical 
specialties, such as fl oor waxes and polishes, cleaners and 
disinfectant!' , was added. Today the line includes Aerosol 
products designed to ease the h ousekeeping burden, and 
most recentlv introduced a complete line of vitamins. Dur-
ing the war years producti on of househ old necessities was 
curtailed somewhat as the manufacturing facilities were 
devoted to the production of gun brushes, plastic parts, 
turbines, cartridge tools, torpedo assemblies, radar parts, 
and other vital war material. 
Today, through 29 distributing warehouses, the typical 
Fuller dealer sells 77 differen t brushes, 19 mops, dusters, 
brooms and sponges, nearly 100 cosmetic items and m ore 
tha n 110 chemical specialties. Active di rection of the Com-
pany is now exercised by A. Howard Fuller, President, and 
Avard E. Fuller, Vice Presid ent. These two sons of 
the founder travel extensively in the interest of dealer 
organization . 
Guiding the activity of a Company which realized sales 
of eighty-seven million dollars in 1955, Howard and Avard 
Fuller stress the importance of the dealer to the success 
of the Company. They were instrumental in instituting a 
retirement program for dealers, unique in that it offers the 
self-employed dealer future financial security. 
Today's Fuller Brush dealers enj oy many more advan-
tages than those available to the early agents. Ninety-four 
branch offices throughout the United States make available 
outlines of sales programs; more than 500 fi eld managers 
are available to assist the new dealer should he request help 
in working in his territory. 
"Dad" Fuller's 
Nova Scotia 
birthplace 
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The first catalog printed in 1910. 
A HALF CENTURY OF FULLER CATALOGS 
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The second 16 page catalog. At this time the Company 
name was chang ed from "The Capitol Brush Company" 
to "The Fuller Brush Company". 
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HOWARD AND AVARD 
FULLER acfive in 
Company Managemenf 
Hal Boyle, nationally synd icated Associated Press writer, 
recently said, "Few things warm a man's heart more than 
to know th at he has a son following successfully in his foot-
steps." Dad Fuller must be doubly gratified as he watches 
the growth of the company he founded progress under the 
leadership of his sons, A. Howard and Avard E. Fuller. 
Prl'!sident Howard Fuller is well known to thousands of 
our men in the fie ld and takes a keen interest in their wel-
fare, for, like all successful Fuller men, he too started as a 
dealer. Mr. Fuller calls his dealership experience, "Tre-
mendously advantageous, because it enables me to analyze 
our problems intelligently and gives me an opportunity to 
see what we're up against. " 
President Fuller was born in Hartford, Connecticut, on 
March 27, 1913, and after ed ucation at Kingswood School, 
Harvard University, and Duke Un iversity became a dealer 
in New Rochelle, New York. Before becoming president in 
1943 he prepared for hi s new responsibilities by working 
through the key units of the organization. He served in the 
Acco unting and Cost Departments, Distribution, and then 
as production manager, rising to Vice President of Pro-
duction and fina lly to President of the Company. 
He was married in 1936 to Pora Baker and they have one 
son, Alfred C., II, and two daughters, Cynthia and Daphne. 
Although extremely active in the managementof the Com-
pany and intensely interested in the development of new 
programs and p lans for the betterment of the entire organ-
ization , he still finds time during the summer months to 
enjoy hi s favorite hobby, sailing. 
Vice President Avard Fuller joined the Company in 1937 
and spent his first year in the machine design department 
working on the development of automatic brush-making 
machines. Following thi s he spent several years in the re-
sea rch, production, and distribution departments. 
Later as Sales Manager he spent two years traveling to 
AUGUST -SEPTEMBER 1956 
all parts of the country, visiting branch and district offices. 
Currently he is devoting most of his time to active direc-
ti on of the Industrial Division. 
He was elected to the Board of Directors in 1942 and 
made a Vice President in 1945. 
A native of Hartford, Mr. Avard Fuller's preparatory 
education was received at Kingswood School and the West-
minster School. He studied engineering at the Casey Jones 
School of Aeronautics in Newark. 
He was married on February 14, 1944 to Miss Vera 
Walker of Saybrook, Connecticut,- and Manchester, Eng-
land. He has a son John and a daughter Penelope. 
29 
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HOME OFFICE EXECUTIVES 
WALLACE E. 
CAMPBELL 
VI CE PRESIDENT 
40 YEARS 
PHILIP COLTURI 
SUPERVISOR OF 
RECEIVING & 
RAW MATERIALS 
4 6 YEARS 
GLEN W. FOX 
GENERAL 
ATTORNEY 
35 YEARS 
HARRY D. 
FOWLER 
TREASURER 
35 YEARS 
RUBY PERKINS 
WEEKS 
RETIRED ASST. 
TREASURER 
4 5 YEARS 
ARTHUR R. 
CHELL MAN 
CHIEF 
ACCOUNTANT 
3 5 YEARS 
Vice President Campbell, now in charge of Personnel, Purchasing and Public Relations, joi ned 
The Fuller Brush Company as a dealer in 1916 while attending Syracuse University. Within a 
year he was nam.ed manager of the Syracuse Branch, and in 1921 was transferred to the home 
office in Hartford as assistant to President Alfred C. Fuller. 
In 1927 he was named Assistant Secretary of the Company, and in 1930 became Secretary and 
a member of the Board of Directors. He was named to his presen t position in 1943. 
"Camp," as he is familiarl y known to hundreds of Fuller people, is a Past-President of the 
Connecticut State Chamber of Commerce and the American Brush Manufacturers Association. In 
addition to his many business and social activities, he served two terms as a representative in the 
Connecticut State Legislature. Married, Mr. Campbell has three sons, three grandchildren, and 
lives in su burban West Hartford. 
In years of Full er service, Phil Colt uri is the senior employee of the organization. Born in Italy in 
1892, he came to the United States in 1907. His fir st jobs were as waterboy on a landscapil).g project 
and helper in a brickyard. 
In 1910 Phil walked into the humble Fuller factory , and the foreman, thinking President Fuller 
might have hired him, put him to work at a dollar a day. In recalling those early days, Phil claims 
that since he was never actually hired, he certainly could not be di scharged. 
In 1914 he was promoted to foreman of the Brush Department, and in 1919 he became Super-
intendent of that department. A close second to hi s interest in The Fuller Brush Company is his 
family- four daughters - and their home in West Hartford. 
While a student at Syracuse Uni versity in 1910, Glen Fox was appointed a part-time dealer. While 
continuing his legal s tudies, he used his spare time to sell Fuller brushes to the residents of upstate 
New York. After gradu ation, he joined the Company as a member of the Legal Department in 1923. 
He was elected to the Board of Directors in 1930 and appointed Secretary of the Company in 
1948. 
In Dad Full er's own handwriting, opposite the acco unt of Glen Fox in one of the ledgers of the 
original Company, is this notation: "Has furnish ed no bond, but is trusted." Certainly, l\1r. Fuller's 
trust was not misplaced. 
Harry Fowler, whose many duties include serving as Director of Distribution, start ed his career as 
a bookkeeper and accountant with our Company. He rap idly rose to the position of Comptrol ler in 
1938, and was elected to the Board of Directors in 1941. 
Born in upper New York State, he served during World War I as a Chief P etty Officer in the 
Navy. Today he is responsib le for our far-Oung distribution system, whi ch involves the effi c ient oper-
ation of 22 distributing stat ions. 
When Dad Fuller start ed r-eceiving repl ies to his recruiting want ad s, he decided to hire a secretary 
to take care of the correspondence. So, in 1910, Miss Ruby P erkins was hired. ?11i ss Perkins was 
the only woman employee ever to become an Officer of the Company. Named to the pos ition of 
Assistant Treasurer in 1913, she was, until her retireme nt , the second old est employee from a point 
of service. 
Shortl y after her retirement in 1955, she marri ed Mr. Carl Weeks, and although she now resides 
on the Connecti cut shore line, she is a frequ ent vis it or to the home office. 
Art Chellman ca me to work for Full er in 1922 runnin g a " ditto" machine on a temporary basis. He 
liked Full er Brush so well he stayed 35 yea rs. 
He go t his sta rt in the Acco unting Department and gradually worked his way up to Chief Ac-
co untant. Art was born in Hartford a nd has remained loyal to Hartford ever since, a lthough the 
Chellmans are planning to move into their new home in Bloomfield very soon. 
The Chellmans have one son, a graduate of Cornell. 
THE BRUSH OFF 
449 COMBINED YEARS OF SERVICE 
A nati ve of N ew Haven , Conn ., Mr. Graham rece ived hi s edu cation in the public schools of Hart-
ford . He jo ined the Co mpany in 1921 as a bookkeeper , and wa s transferred to Burhn gton, Yt. , m 
1923 as ma na "'er of the Edlund Broom Compa ny, which our Compa ny h ad purchased . The follow-
ing ;ear he re~urned to the hon:e offi ce and served su c.cess i ~el y as Financial Accountant and then 
Chief Accountant. He was appomt ed to h1 s present pos1t 10n 1n 1945. 
A Bostoni a n by birth, Phil graduated from the famous Bos ton La tin School in 1918. Aft er four 
yea rs a t Bo!' tun li niversity, he graduated in 1921. H e joined our Company in that year Ju st as the 
sixth d istr ibutin p; sta tion was be in g opened . 
H e served in th e Distr ibution Department until 1929, when he was transferred to the Sales De-
partment to develop ex port sales. In 1942. he r eturned to the Distribution Depar tment a nd today 
handl es a multitu de of duties in connection with shippin g and stocking our warehouses with Fuller 
merchandi se. 
AI Maso n, a nati ve o f Lebanon , Conn ecti cut, started hi s business ca reer as a lan ky lad of nineteen, 
comi ng to H artford to enter th e restau rant bu sin ess. Within a few yea rs he had ri sen to the respon-
s ibl e bu siness of Purchasing a nd Accounting Mana ger for twent y-s ix resta urant s throughout New 
En gland. 
His ca reer was interrupt ed as h e saw service with the Un ited Sta tes Navy from 1917-1919. R e-
turning to Hartford in 1920, AI investigated a n opportunit y with our Company. He first served m 
th e Credit and Coll ection Departm ent , and later wa s mad e Credit Manager. 
In 1943, he was a ppo inted Ass istant Secreta ry. 
Roy Maso n, Office Manager of the Compan y since 1921, start ed hi s career as a n accountant. F or-
merly with a local firm of acco unt ant s he beca me acqu a int ed with the Com pany as a r esult of some 
work that firm was doing. A na ti ve of Tndi ana and a Purdue gradua te, Roy tau ght school for sev-
eral years, a nd was Principal of a mid -west hi gh school. He migra ted to the Eas t from Officers' 
T ra inin p; School at Camp Zachary Ta ylnr at the close of World W arT . 
As Office !\Ta nager, he now supervises the act ivities of more than 300 horn e offi ce empl oyees. 
Born in Cromwell. Co nnecti cut , Harry Sa ndstro m fo und hi s fir st job with th e Colt 's P atent F ire-
a rms Compa ny. Hav in g hea rd o f the fast-g row ing Full er firu sh Compa ny, H arry submitt ed hi s 
appli cation for empl oyment , and in 1920 was hired. Hi s entire career has been spent in the Cost 
Depa rtment , and in 1945 he was named 1\Ia nager of thi s departm ent. 
ti nder hi s supervis ion timekeepers. estimators, and skilkrl ana lysts calculat e exactl y wha t it 
costs to manu fac ture the multit1Hi e of prndu cts di stribut ed by our Co mpany. 
Shortl y a ft e r gradu a tion from Yale { lni ve rs it y, R al ph Corban, who had int end ed to become a 
teacher, entt•red the in surance bu s iness. Aft e r four yea r>, he ent ered the se rvice during World W ar 
T and served in th e Fi eld Artill er y Office rs' Trainin g S<.:hool. Returning to H artford in 1921, he 
met Phil Keele r. who told him of the wo nd erful opportuniti es with Th e Full er Brush Comna ny. 
His firet re>pnnsihi li ty was the growing Bonus and Commiss ion Department. T oday, as Ma nager 
nf th e Sta ti sti cal Departm ent. he handl e,.; a m yriad nf deta il s connec ted with co mm iss ions, insur-
ance, a nd the reti re ment prog ra m.l lnd er hi s direction. more than a million dollars a yea r is ass igned 
to 1 ru ete<'s for branch a nd fie ld managC' rs' and dea le rs' retirement. 
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The Wotld on 
Yout Doot1fep 
TAKE A TRIP 
THROUGH THE FACTORY 
IN HARTFORD 
Production of a new any motion picture "The World on 
Your Doorstep" has just been completed. Prints of this twenty-
six-minute, full color, so md motion picture are now available 
for showings before b'ranch and field managers' meetings, civic 
and fraternal group , schools and social, religious and com-
munity organizations. Nearly a year in the making, the new 
film vividly dramatizes the results of one man's conviction. 
It traces the early begin i gs of oux Company when Dad 
Fuller twisted his brushes by night, and sold them by day. 
It goes on to poin out that through his efforts nearly seven 
thousand . Fuller O.ealers now have the opportunity of 
being independent businessmen. It pictures the dealer's 
relationship to the community, and illustrates the size 
and scope of the fabulous enterprise which this year 
celebrates its fiftieth anniversary. 
In the scenes photographed in the Hartford plant, 
every detail in connection with the manufacture of 
twisted -in -wire brushes, mops, brooms, plastics, 
Fullergript brushes , cosmetics and chemical 
products can be clearly seen. 
This new film is designed to create even greater 
acceptance for the Fuller dealer and his prod-
ucts. It represents the Company as one of 
America's great industrial concerns, and it 
reveals the wide diversity of products mer-
chandised by the Company. 
In addition to its use by our own organiza-
tion and various community groups, the 
film will be widely shown on television 
stations throughout the country. 
